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THE JULY ISSUE OF 


FOR 
INING” 


_ 


will present a complete up-to-date appraisal 
of equipment, supplies and methods needed 


for lower costs, higher quality and greater safety. 


Modern Mining,” the July, 1952, issue of Modernizing spoil-haulage systems 

Increasing the capacity of coal-haulage systems 
Improving auxiliary services 

Extending the coal-recovery range 


“Design for 
COAL AGE, is designed to help the coal mining industry 


raise its efficiency in: 


1. DEEP MINING 
Better mining and loading 
ie ' . aia 3. PREPARATION 
Sater rool support , ; 
‘ PE Using the most modern coarse-coal cleaning methods 
Faster, more effective face transportation : : 
s é Adopting the most modern fine-coal cleaning 
Stepping-up main haulage capacity 
; methods 
Modernizing power and electrification systems . 
Improved methods of drying 
Improving auxiliary services oe sae 
; Modernizing sizing and loading 
Longwall and continuous face mining 
Mechanization of steeply pitching veins 
Auger mining and longhole drilling ee —_, iia ere 
; The JULY issue, “DESIGN FOR MODERN MINING, 
is an unusual opportunity for manufacturers to tell the 
coal mining industry how their products can cut costs, 


Improving auxiliary services 


2. STRIP MINING 


Improved overburden preparation 
Increasing stripping and loading capacity step up quality and promote safety. 


Closing Dates: Copy to be set: June 10, 1952 


Complete plates: June 15, 1952 


For advertisers from Denver to West Coast, 


please advance dates five days. 
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9,956 Advertisers and 1,461 Advertising Agencies 
participate in 


When buying is first contemplated and 
long before it is generally known 


... It very often happens that T. R. is 
consulted for a complete “advance” 
picture of available supply sources 


50,000 copies of T. R. ordered, paid for and used by 100,000 individual buying 


men concerned with the vast majority of all U. S. Industrial Purchasing. 


The 42 year cumulative experience record of T. R. advertisers 
proves that it pays to have product descriptive advertising in 
the spot where important prospective buyers habitually look 


for it at the moment buying is contemplated. 


*Conservatively estimated — based upon 20,000 annual 
dition with average active life of three years. 


Tt Pays “Jo Advertise Where Guyers Look... 


THOMAS REGISTER 


THOMAS PUBLISHING COMPANY e@ 461 EIGHTH AVENUE @ NEW YORK 1, N. Y. 
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NOW is the time 
to Decide on Using 
the 1953 HP&AC 
Directory Edition 





... and Possibly You Can 
Effect a Worth While Economy 





Probably as many manufacturers do, you use 
certain media each year to carry your complete 
product story directly to the KEY men who specify 
and purchase what your company makes 


If the field of heating, piping and air con- 
ditioning is one of your sales outlets, to do a 
THOROUGH distribution job, your complete product 
data should be included in the next Annual January 
Directory Number of HEATING, PIPING & AIR . 
CONDITIONING san. c0rT08 Sony, | 
5 te 


BECAUSE it is in HP&AC for January that 
you assure yourself of adequate coverage of the 
consulting, plant and government engineers who do 
our field's type of work. 


BECAUSE it is in HP&AC for January that 
you cover the ALL-IMPORTANT CONTRACTORS 
who purchase and install the equipment for new 
construction, and who handle so much of the indus- 
trial maintenance, expansions and additions in 
existing plants. 


ONE PRESS RUN—INSTEAD OF TWO 


Product data material to be printed for most standard 1953 
media will be of practically the right size to be carried in the 
Jonvary 1953 HP&AC. So, if you handle your own printing, 


specify very minor changes and order approximately 18,000 more TYPICAL PRODUCT DATA MATERIAL IN 
copies for HP&AC. Or, if the publishers print for you, we can in 
most cases use the same plates 1952 HP&AC DIRECTORY — 
Decide NOW to hove your product data in the 1953 January EDITION 
HP&AC that you may effect the economy of plating and printing 
enough inserts for all of your 1953 media at ONE time. 
Keeney representatives in Chicago, New York, Cleve- 
land and Los Angeles ore prepared to answer any questions as 
to market coverage (all paid ABC), rates and effective copy 





presentation 


WHICH COVERS ENGINEERING AND CON- 
TRACTOR BUYING INFLUENCES 


KEENEY PUBLISHING... . N. MICHIGAN, CHICAGO 
AIR CONDITIONING HEADQUARTERS 
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the HERR CONICAL RING 


maAWuractuning co mc 


settaeo 3 sem 


Only HERR maker the “CONICAL RINE 


and The Magee Corpet Company is 
ene of our mony woolen and 
cerpet yore mill boosters 


Che et ee Nene ome Pome en et ne tee 


HERR MANUFAC Cruponc 00. €0., INC. 


ef cet 
‘oF saAR 


aye 


ay 


COMICAL RIN 








Textile Industries gives us is your 





down-in-the-mill circulation’ 


? 





Get your product story home to the open- 
collar man as well as to top management. 
The widespread textile manufacturing in- 


dustry can give you extra business this year. 


You FIND ambition in textile mills, too. 

Men on the way up today are the ones who 
will have the final nod on orders tomorrow. 
Meanwhile, advertisers like Herr Manufactur- 
ing Company’s Hyatt Atwood, are capitalizing 
on the tremendously effective recommendation 
weight these men swing right now. 

Recall your own experiences. Many a sale has 
been won or lost because some hard-to-see man 
down the line either did or didn’t know your 
story. 

There’s more likelihood of your clinching 
every sale if you’re in TEXTILE INDUSTRIES 
regularly — your message goes deep into all 
branches of textile manufacturing. In combina- 
tion with its big net paid T.I. provides “Directed 
Distribution” for reaching otherwise inaccessi- 
ble men . . . at all operating and executive levels. 


Textile Industries 


806 Peachtree St., N.E., Atlanta 5, Ga. 


This plan—exclusive in the industry—enables 
you to reach the greatest possible amount of 
textile mill buying influence. You don’t get a 
coverage over-weighted in one group, or out of 
line geographically. 

Mills are now spending heavily 

Money set up for new plants and expansions 
—programs begun last year and projected for 
1952—total more than three-quarters of a bil- 
lion dollars. And this is not just among the 
giants of the industry. Your opportunity among 
the smaller operations is indeed substantial. 


The men who read T.I. will buy millions of 
dollars worth of textile machinery and equip- 
ment this year . . . equipment like Herr Manu- 
facturing Company’s conical rings; products 
like yours and your competitor's. 


Schedule regular space in TEXTILE INDUs- 
TRIES throughout 1952 and get your fair share 
of this business. 


The magazine which is most useful to the 
men in the mills will be most useful to you. 


Textile 


Member: ABC - NBP 


May 1952 /s 








Here's where you SELL 





ys] 


WHOLESALER 


“We find the advertising section of the directory helpful because 
there are advertisers who enclose their complete catalogs . . . and 
we are able to get information for orders and specifications directly 
from DOMESTIC ENGINEERING CATALOG DIRECTORY." 
WHOLESALER Shreveport, La. 


it has become one of those habits that fit so snugly in our 

daily lives. Daily use, is a bit often to use any reference in our 

business, but | will say the DOMESTIC ENGINEERING CATALOG 
DIRECTORY has always been available for daily use... ." 

ARCHITECT 


Heres 


Nashville, Tenn. 


ARCHITECT 
ENGINEER 


how 





DOMESTIC ENGINEERING CATALOG DIRECTORY has announced 
publication of a 1952 Mid-Year Supplement to assist those manufac- 
turers who were unable to complete their catalogs in time to be in- 
cluded in the 1952 Annual Edition (recently published). 


By presenting your complete catalog in a manner most convenient to 
the majority of key personnel who buy and specify Plumbing, Heat- 
ing and Air Conditioning supplies, you assure yourself of the great- 
est trade acceptance of your products. To make your presentation 
most complete and to the most select audience, use the annual and 
mid-year Supplement editions of DOMESTIC ENGINEERING 
CATALOG DIRECTORY. 


LARGE 
CONTRACTOR 


eae teh y 


", .« Luse the Directory almost every day and since | am making 
your Directory available to all members of the American Association 
of Engineers residing in this territory, you will realize that the adver- 
tisers in your Directory are certainly getting their money's worth.” 


ENGINEER Chicago, Ill. 


“It provides the quickest and most complete method of getting 
information about concerns . . . We use it in preference to all 
other means of getting such information.” 


CONTRACTOR 


you SELL 


Take advantage of this mid-year catalog service. Get the facts on 
the 1952 Mid-Year Supplement of DOMESTIC ENGINEERING CAT- 
ALOG DIRECTORY which is now being compiled and scheduled for 
publication in June of this year. See closing date on opposite page. 


Philadelphia, Pa. 


Each succeeding year a greater number of buyers and specifiers 
automatically turn to DOMESTIC ENGINEERING CATALOG 
DIRECTORY for up-to-the-minute product data, and they use it 
to make their purchases and to write their specifications. 


To sell your products to the leaders in the industry, use the year ‘round 
services of DOMESTIC ENGINEERING CATALOG DIRECTORY. 


YEAR/ ROUND CATALOG SERVICES 


LAYOUT and 
COPY SERVICE 


DISTRIBUTION 


BINDING 
SERVICE 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY 


SERVICE 


29 YEARS OF OUTSTANDING 





YOUR PRODUCTS 


ot —— 


4 _ GOVERNMENT 


Your products will always be in 
constant demand if you make sure 
your complete catalog is always in 
the hands of important Whole- 
salers, Architects, Professional En- 
gineers, Large Contractors, Gov- 
ernment Agencies, and Industrial 
Plant Design and Maintenance 
Staffs. 


It is from this skilled, closely in- 
tegrated group that orders are 
originated for your products... 
from which influence and detailed 
specifications are drawn. 


INDUSTRIAL 


"|... use it as a reference in connection with items used in the mechanical 


equipment of buildings." 
These are your customers ... the 


most important group to whom 
you sell your products. 


INDUSTRIAL PLANT Detroit, Mich. 
DOMESTIC ENGINEERING CATALOG DIRECTORY stands ace-high with 


Government Agencies as is shown by such typical comments as... ‘being 
placed to the best advantage of all concerned" ... "very complete and 
useful to buyers of the various commodities" ... "Enables us to give ref- 
erences of the companies from whom more specific information may be 
obtained" ... "a very necessary part of our day's work.” 


YOUR PRODUCTS 





and here's what they say... 





YEAR ‘ROUND 


LAYOUT and COPY 
SERVICE 


The effectiveness of your cata- 
log is governed by the exper- 
ience that goes into its layout 
and design. Let our panel of 
specialists develop your ideas 
into a sparkling new catalog 
that will embody every feature 
you need ... with a minimum 
of effort and no extra cost on 
your part, 


CLOSING DATE 
ANNUAL EDITION 
OcT. 1 


PRINTING and BINDING 
SERVICE 

Our technical resources in the 
complex field of Grahic Arts brings 
to you the finest typesetting, print- 
ing and binding. Mechanical prob- 
lems do not exist for you when 
you leave these details to our 
staff. You need this professional 
supervision and production. You 
pay no premium for it when = 
entrust your full catalog job 
DOMESTIC ENGINEERING car 
ALOG DIRECTORY. 


DISTRIBUTION SERVICE 


placing your catalog in DO- 
Westie ENGINEERING CATALOG 
DIRECTORY, you are assured of a 
no-waste distribution to selected 
wholesalers, consulting and speci- 
fying engineers and architects, 
contractors and dealers, as well as 
important Government Agencies. 
Your product information will be 
at their fingertips for easy buying 
and specifying reference every 
business day of the year. 


CLOSING DATE 
MID YEAR SUPPLEMENT 


MAY 15 


REPRINT SERVICE 


DOMESTIC ENGINEERING CAT- 
ALOG DIRECTORY offers you its 
year ‘round reprint service to keep 
your supply of individual catalogs 
to a minimum. This simplifies 
changes and with little or no 
waste of obsolete catalogs. Your 
type pages ere kept intact and 
stored by us (at no cost to you) 
to facilitate revisions and keep 
your reprint costs to a minimum. 


SPECIAL NOTE 
1952 Mid-Year 
SUPPLEMENT clos- 
ing date for space 
reservation, 

95, 1952... 
accept 

inserts until June 
6th. Publishing 
Date July, 1952 


DOMESTIC ENGINEERING CATALOG DIRECTORY 
1801 Prairie Avenue Chicago 16, Illinois 


SERVICE... 








ogee, 


7 
.< 
. 


7 


it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 
product into the 
manufacturing process 
... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 


Make CEP your 
main-line messenger 
fo process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St., New York 17 





| issue. 
| tabulations from the mail survey, 
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tothe Editor 


s Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Re salary article: 
Was it really $19,700? 


® TO THE EDITOR . . Because it spe- 
cifically applies to our problems we 
were greatly interested in your arti- 
cle on the average income of indus- 
trial salesmen for 1951 which ap- 
peared in your March issue. There 
are some questions to which we 
would appreciate an answer 

Under blueprinting and allied re- 
production equipment you list aver- 
age earning as $19,700. Is this figure 
as printed in accordance with your 
tabulations? What is included in 
this category Blueprint, moist 
diazo (Bruning) .. dry diazo (Oza- 
lid, Pease, Paragon-Revolute) 
Multilith, Mimeograph, Ditto, Pho- 
tographic Processes, etc.? 

As much information as you can 
give us without divulging confi- 
dences will be greatly appreciated . . 
HUGH SILBAUGH, manager, sales pro- 
motion, Ozalid Div., General Aniline 
& Film Corp., Johnson City, New 
York 


[The company reported that, of 
the average income of $19,700, the 
salesman made $4,420 in salary and 
the remainder was commission, In- 
come of the top salesman was $31,- 
684 and income of the lowest paid 
salesman, $9,288. The sales staff had 
been increased 40% in 1951, and 
average income had increased 47%. 
Reason: increased sales volume. 
Average age of salesmen was 40. 
The company gave no breakdown of 
products. . .£D.] 


Wants more data from IM story 
on salesmen’s incomes 

® TO THE EDITOR . . I read with in- 
terest the article about salesmen’s 
incomes on page 40 of your March 
No doubt you have your 


and we are anxious to learn how 


persons reported sales for 
“gaskets” under the section entitled 
“Plant Maintenance or Equipment 
Supplies.” . . 


many 


C. B. GROVE, manager, 
sales research department, indus- 
trial division, Armstrong Cork Co., 


Lancaster, Pa. 


Needs ad readership data 
on color, position, size 


® TO THE EDITOR . . I am looking for 
some information and hope you are 
going to be able to help me. I 
would like to know what articles 
you have written, or what studies 
you have made or published, on the 
following: 

1. Influence of color on advertis- 
ing readership. 

2. Influence of position on adver- 
tising readership right or left 
hand page: forward, middle or back 
of the book. 

3. Influence of size on advertising 
readership . . SEARS L. HALLETT, pub- 
lisher, Modern Materials Handling, 
Boston. 


[Advertising Readership Research 
.. How to Make it Work” by Fergus 
Mead, July ’51, p. 36, will help. Also, 
articles on the Advertising Re- 
search Foundation studies have ap- 
peared in IM: Nov. 50, p. 40; June, 
49, p. 69; April ’49, p. 33. . .ED.] 


He asks Copy Chasers: 
‘Are editors infallible?’ 


®@ TO THE EDITOR . . Have just been 
reading your Copy Chaser disserta- 
tion in the February issue of InDUS- 
TRIAL MARKETING. 

Granted, admen have much to 
learn from editors, still I don’t see 
how you can write a complete issue 
without even a suggestion that the 
boys that do the editorial stuff are 
not always infallible. 

Just as a suggestion, isn’t it about 





They like TW’s all-inclusive feature articles on mill technology. 

They like its detailed coverage of all the important new equipment. 

They like the albums of staff-taken photographs which illustrate mill-installa- 
tion articles. 

They like the innumerable “Kinks and Shortcuts.” 

They like the fully adequate departments designed to serve the various interests 
and needs of the reader. 

They like all the features that TexTILE WorLD’s adequate editorial staff is 
particularly qualified to serve up for them. 

And they like particularly the comprehensiveness of TEXTILE WoRLD’s adver- 


tising pages (2,559 of them last year) covering all the essential products and 


services for the establishment, maintenance, and operation of textile mills, 

The busy man likes the time saving that is possible for him because he need 
see no other magazine for a complete monthly service. 

All of this, of course, is why TExTILE WorLp has 23,772 paid subscribers. 

This is also why TW appeals so strongly to the man in the mill with purchasing 
power, ABC’s Class 1 and 2. With 16,818 subscribers in those important classifi- 
cations, TW is in excellent position to carry your sales message. 

And finally, this is why, if you have products or services applicable to textile- 
mill use, TEXTILE WorLD, the truly comprehensive publication, can aid you in 
marketing them. 

Write for the booklet “The Story of TEXTILE WORLD,” or ask for 
a call by your nearest TW representative. 


ir culation 
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You Reach KEY Dealers 
and Contractors 

Who Purchase More 
Than 80% by Volume 

of All Required Products 


Next January another Directory Number of 
AMERICAN ARTISAN will be published — the 
field's standard reference for 1953. 


Each year this Directory Edition of the ARTISAN 
offers you an economical opportunity to get your 
complete product data before the ‘‘Who's Who" 


in warm air heating and sheet metal contracting. 


In no other way — except at the high cost 
of direct mail — can you place your product 
data in the offices of the KEY men who 
purchase-control practically all of this vast 
market. The Directory Edition goes to the entire 
paid subscriber list of AMERICAN ARTISAN. It is 


entirely ABC. There are no free copies. 


Why do we bring to your attention NOW 
a next January sales promotion feature? — 
why urge that you decide NOW to have complete 
product data in our 1953 Directory Number? 


The answer is twofold. First, by deciding 
NOW, you and your agency have ample time to 
prepare sales and engineering copy of the most 
effective type — and, second, if you are to present 
comparable data elsewhere in 1953, by working 
out both jobs together, worth while economies may 


be possible. 


To emphasize: one press run is cheaper 
than two — by printing ALL of your 1953 product 


material at one time you should save substantially. 


Of course, if you are a manufacturer who serves 
ONLY the warm air-sheet metal field, it is even 
MORE essential that you be represented in the 1953 
Directory Edition of the ARTISAN with adequate 
product data — essential that you start early 
to assemble the type of material from which 


inquiries and orders will flow. 
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Ue You Aave a Stake in this Great Market ~ 


M 








Widely Used Since 1933 
When Buying Decisions 
Are Being Made.... 


The ARTISAN’'S January Directory Edition 
is invaluable to dealers, contractors, whole- 
salers. By appearing with complete data, 
you KNOW that your Company's products 
will receive the consideration they deserve 
— and at the RIGHT times when thousands 
of buying decisions are being made. 
Here's your finest chance to do a REAL sell- 


ing job in the warm air-sheet metal field. 


The ACCEPTED Reference 
Guide-100% COMPLETE 








Mechanics of the Job Are Simple — Make for Economy 


Product data for most other 1953 media will be 
of the right size to be carried in the January 
1953 ARTISAN. Or, if we print for you, we can in 
most cases use the same plates. Thus your product 
data included in the ARTISAN’s next Directory Edition 


does not necessarily involve extra art, composition or 


plates. Cost is our regular rates based on total space 
used in AMERICAN ARTISAN during a calendar year. 

Keeney representatives in Chicago, New York, 
Cleveland and Los Angeles are prepared to answer 
questions as to coverage (all paid ABC), rates and effec- 


tive copy. Cali us in NOW and let's do a studied job. 


KEENEY PUBLISHING...6 N. Michigan, Chicago 


AIR CONDITIONING HEADQUARTERS 


May 195% J ll 








Good cataloging is your best supporting assurance for a suc- 
cessful refining industry advertising program. Provide a firm 
foundation, get maximum returns in this billion dollar annual 


market 
Refinery Catalog. 


Aere 7s Why 


by placing buying and specifying data in the 


Sales and Advertising Executives 


REFINERY CATALOG 


1. It's the refining industry's only COMPLETE 


source of equipment and _ service 


information. 


Valued, kept, USED by key buying men in oil 
refining, natural gasoline and petrochemical field. 


2. Refinery Catalog is requested specifically by oil 
company and contracting firms for over 5,000 
designated executives with purchasing authority .. . 
men responsible for 98% of refining industry buy- 
ing. Let our representatives SHOW you this com- 


plete, accurate list of known buyers. 


3. Refinery Catalog products information reaches 
the RIGHT MEN AT THE RIGHT TIMES... 
when buying decisions are being made. The most 
expensive catalogs are those NOT THERE when 


customers need them. 


4. Proven, planned distribution system eliminates individual mailing list maintenance, 


handling and postage expense . . 


. assures adequate distribution. 


5. Saves on individual catalog typesetting, printing, binding costs—all included in 
“Complete Service” plan. And early receipt of copy earns 1,000 FREE REPRINTS. How- 
ever, you may “Print Your Own” for binding into Refinery Catalog, if desired. Details 


on request. 


6. Regular 15% commission allowed recognized agencies helps defray preparation costs. 


Write for FREE copy 


. ——— 
Colorful, 24-page, 


brochure tells how to 

refinery 

buyers give preferred 

usage to your catalog 

Contains copy sugges- 

tions, comparative 

costs, market data. Request it today, on 
your letterhead 


make sure 


OFFICES 
3301 Buffalo Drive, LY-4301 @ 
New York (17), 250 Park Avenue, El Dorado 
5-4012 @ Chicago (4), 332 S. Michigan Avenue, 
Wabash 2-9330 @ Cleveland (10), 1010 Euclid 
Avenue, Main 1-2550 @ Tulsa (3), Hunt Build- 
ing, 3-1844 @ Los Angeles, W. W. Wilson 


Building, Huntington Park, Jefferson 1219. 


@ Houston (6 


THE REFINERY CATALOG 


Composite Catalog for Refining, Natural Gasoline and Petrochemical Industry 
A Specialized Publication of 


GULF PUBLISHING COMPANY 
World's Largest Oil Industry Publishers 
3301 Buffalo Drive © Linden 3141 © Houston, Texas 


time for you to do a number de- 
bunking some business paper edi- 
tors? Wouldn't something like that 
help us to get a higher quality edi- 
torial and better value for our ad- 
vertising dollar as a result? . . HAR- 
MARSHALL, sales promotion 


Warren 


OLD F. 
and advertising manager, 
Webster & Co., Camden, N.J 


Copy. research and production 
departments get Starch reprint 


® TO THE EDITOR We have re- 
printed your feature, “Which Ad 
Attracted More Readers,” and have 
distributed it to members of this 
department. The reprint was sent 
to our copywriters, research work- 
ers and production men . . ANN C. 
publicity depart- 
& Carbon 


general 
ment, Union Carbide 
Corp., New York. 


MILLER, 


Sales kit will include 
IM article on direct mail 


® TO THE EDITOR . . We read with 
interest the article, “Nine Ways to 
Improve Your Direct Mail,” which 
appeared in the March issue of IN- 
DUSTRIAL MARKETING. It is our 
thought that this article would make 
an excellent addition to our dealer 
direct mail kit No. 3. 

We are working on this direct 
mail kit and plan to make the initial 
distribution in about six months. If 
possible, we would appreciate your 
permission to reprint the article and 
include it as a supplement in our 
kit. Enclosed is a copy of the Pio- 
neer direct mail kit No. 2. The new 
kit will contain eight to 12 mailings 
plus additional material of interest 

R. K. OLSON, assistant manager, 
sales promotion department, Pioneer 
Engineering Works, Minneapolis. 


Where can he get trading maps 
to pin-point heating markets? 


. One of our cli- 
of domestic 


® TO THE EDITOR . 
ents, a manufacturer 
and commercial heating equipment, 
has asked us to obtain a series of 
regional marketing maps for use in 
his sales and distribution program. 

Inquiries among plumbing and 
heating business papers show that 





They use it — because 


This one book lists 
* Men «¢ Firms °¢° Products 
in the Radio-electronic industry. 


2. Fast working Machol 
Edge Index for speed! 








_ » The Firms 
1. 26,000 IRE ™ Oe. } list includes 
members — all Z 4f5 2000 
engineers listed suppliers. 


in the alphabet- ba 

ical directory hy came ike | 4, Product 

of engineers 
— plus — 

valuable Insti- Si =e uc oe 

tute informa- ee |e Ea 1a think! 


Index 
classifies as 
engineers 


sian, zi aa Clear and 
gun ' Swift. 





A big book that 
renders a big 
adie ined ms service to 
FOR ENGINEERS © ae . - Engineers and 
advertisers. 
Copy to Set — 
May 30 
Complete plates 
— June 30 
BROWNING . : —_— 
Cane" escorts PA For facts — write 
: ta Wm. C. Copp 
The Institute of 
5. Complete catalogs can be Radio Engineers 
: 303 W. 42nd St. 
inserted at low cost. New York 36, 
N.Y. 
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THERE'S EXTRA Self IN THE 
such marketing maps have not been 


Slaut PIN. Ww, made for this particular field. Can 
- Ry you tell us where we might get 
: marketing maps with the following 


information: principal wholesale 


--.fo help you sell ae and mill supply centers and prin- 
¢ 1 P cipal retailing centers for plumbing 
SOUTHERN SPIN WEAVE PLANTS ' and heating equipment? 


yours exclusively in a | manera 7 tidy this “ a highly 


specialized order and it seems 
impossible to fill we will gladly ac- 
cept any suitable substitutes which 
will assist field salesmen in select- 
ing practical distribution centers 
for the expansion of our client’s na- 
tional market. 

Basically, we’re looking for the 
oie! heeedieaien: thgliniRiaiee i kind of regional map which will 
comeing ecg heparan Bra a sulletin is "yi cg sagged more or less pin-point trading areas 
Spin-Weave industry in the “hh a journal of the textile for plumbing and heating equip- 

eee ment. Armed with these, salesmen 

will save a lot of time and money 

It is edited solely for the men who own in exploring new territories . . JOHN 

COMBINATION and operate Southern mills . . . deals F. LANGE, R. H. Young & Associates, 
RATES SAVE YOU only with problems and conditions West Hartford, Conn. 


which exist in Southern Spin-Weave 


' 
EVEN MORE! mills and processing plants. The South- 


If you want to reach the ern Slant is a precious plus ... found 


whole textile industry, use 





[The heating, plumbing and air 
RAE ORR Recent in Textile Bulletin. conditioning section from INDUSTRIAL 
Textile Bulletin and The MARKETINGS Annual Market Data 

and Directory Number contains ta- 
bles listing geographic location of 
trading areas, markets, etc. The 
Hagstrom Co., New York, publishes 
a wide variety of industrial trading 


Knitter, 12 pages in each on " ° . 4 
Textile Bulletin gives complete—100% 


(24 pages total) cost less 
of the South’s Spin-Weave 


than 12 pages in any gen- coverage 


eral textile journal, mills and their dyeing and finishing 


plants. 





maps .. ED. | 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA .- Addition of ‘pages to date’ 


in ad volume makes hit 


If SPIN-WEAVE mills are your target i —— ® TO THE EDITOR . . Thanks for add- 


to your 


Rene, | PI, 4 . Rios sain 0 
THE SOUTH =/ Ss ing the “Pages to Date ye 
. Advertising 


. monthly department, 
IS YOUR BIGGEST MARKET... : = Volume in Business Papers. It is 
helpful. 
The use of color sparks these 
pages too! . . W. S. GASKILL, Amer- 
ican Builder, Chicago. 





IM’‘s market research articles 
help convince his management 


® TO THE EDITOR . . I'd appreciate 

tA orn : any clipped articles or references 

e, |} you may have which deal with 
IAL “success” stories or case histories 

85 INDUSTR where market research has done an 
outstanding job for a_ particular 

TRADE company. Any description of the 

AND ; procedure followed by the company 

(or companies) to establish a new 


MARKETS ‘ product, change the selling empha- 


sis or redesign an existing product 








Display Advertising Copy W/ws 
Listings of Sales and Service Centers 





This Diesel replaces five drills 


It remained for CONTRACTORS AND ENGI. ae 


NEERS MONTHLY with its 4-col. x 14” type 
page to bridge the manufacturer-customer 
gap by providing space for complete dis- 
tributor listings adjacent to 7x10 or bleed 
size display copy. 














A manufacturer can now enjoy the benefits 
of national circulation and editorial cover- 
age while at the same time encouraging local 
sales and service contacts with his distributor 
organization. In a highly mobile industry 
noted for rapid turnover of firms and of per- 
sonnel, this innovation has been hailed as 
an important step forward in the marketing 
of products for construction and highway 
department use. 


Would you like to see what distributors from 
coast to coast have written us on the sub- 
ject? Drop us a line or call us at the nearest 
address shown below. 


NB Py 





Contractors .../ Engineers Monthly 


470 Fourth Avenue, New York 16,N. Y.  * Murray Hill 5-9252 








how to sell \ 


or Pavers 


... OF public works equipment 
and materials of any kind to a 
multi- billion-dollar market 


sell the public 
works engineers ! 


On streets and highways, in sewage and 
waterworks, airport and snow removai 
jobs, it’s the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors lor trucks, clarifiers, or anything else 
used by the big municipal-county mar- 
ket) if you sell in PUBLIC WORKS Magoa- 
zine. It solves on-the-job problems... at 
the top engineering level. And it's the 
only magazine edited especially for 
public works engineering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY. COUNTY. STATE FIELD 


310 East 45th Street, N.Y. 17 
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Capital goods boom grows 


. . plant investment to rise 4% 


By Stanley E. Cohen 


@® THE STRANGE STATE of the U.S 
economy is highlighted by two re- 
cent government surveys. One, by 
the Federal Reserve Board, shows 
that consumer goods industries will 
have a hard time moving their 1952 
output unless they find new ways to 
lure customers into the stores. 

But another, by the Securities 
Exchange Commission and the De- 
partment of Commerce finds capital 
goods industries on the crest of a 
flood tide. Durables manufacturers 
talk of sales totaling 5° more than 
1951. Mining, utility and non-rail 
transportation report even more ex- 
travagant expectations. 

Moreover, 
are backing their estimates with 
their money. In all, the capital 
goods industries intend to put $24.1 
billion into new plant and equip- 
ment. That beats the 1951 record 
by 4°, and price fluctuations not- 


capital goods people 


withstanding, it means at least as 
much new physical plant as industry 


put in place in 1951. 


Blessing in Disguise . . Assuming 
that the SEC-Commerce figures 
stand up, 1952 will, of course, be a 
great year despite the tribula- 
tions of the consumer goods indus- 
tries. Capital goods sales of $24.1 
billion plus upwards of $70 billion 
of defense business are certainly 
enough to maintain peak levels of 
employment and severe pressures 
on supplies of materials. 

Under the circumstances, sof- 
tening of consumer goods markets is 
undoubtedly a blessing in disguise 
At least it is a blessing so far as it 
represents deferred demand, which 
will provide customers at some fu- 
ture time when consumer business 


will be appreciated more than at 


present. 


No End Yet for CMP . . Once the 
steel dispute is resolved, National 
Production Authority can be ex- 
pected to go ahead with decontrol 
of many of the steel products cur- 
rently under CMP. But the con- 
trolled distribution certainly will 
not end so long as the possibility of 
a crippling strike remains. 

On the basis of current demand 
and supply, there is an outside 
chance that third quarter tickets 
now being placed will be the last 
“go around” so far as most steel and 
aluminum are concerned. However, 
that is very much an outside pos- 
sibility. As it stands now, it is bet- 
ter to assume that CMP will con- 
tinue full blast into the fourth quar- 
ter, before beginning to dissolve. 


Steel, Copper Riddle . . Before 
getting too far up on the clouds so 
far as CMP is concerned, it is well 
to remember that materials short- 
ages are not entirely in the past. 
Stainless steel and copper remain 
largely unsolved riddles. 

In an effort to help manufacturers 
schedule their production, NPA is 
permitting them to place orders for 
controlled materials through mid- 
1953. In most instances these ad- 
vance allotments are at least as 
large as current allotments of ma- 
terial. But for copper and nickel 
the advance allotments contemplate 
even less material than at present. 


Arnall Trips Wilson .. By the 
time this is in print, the steel dis- 
pute may be settled. Chances are, 
however, it will still be in the news. 

Key man in the dispute is Price 
Stabilizer Ellis Arnall. He’s the fel- 
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...it’s magic for 
moving industrial goods 


There’s an old saying in retailing that business goes where business 
is. Watch, the next time in your town when A & P or Sears or some 
other smart merchandiser locates a new store. 





te 





No reason in the world you can’t do.the same thing in your business. 
Find out where your sales are coming from... then put yourself there. 


—, 


NS 





If you sell industry, that means 92.9°. of your business comes from 
just 650 counties out of all the U.S.A.’s 3,072 counties. Each of these 
is a manufacturing county worth $10,000,000 or more. 








Okay, that’s where you go... but how do you get there? You get there 
every Sunday with 1,000,000 copies of The New York Times that are 
bought by businessmen in those same 650 counties. That’s 93.8. of 





the Sunday Times circulation. } 
- ] 





And for best results on Sunday, you ride your advertising in the 
REVIEW OF THE WEEK, one of the best read features of The Times, and 
particularly preferred by businessmen. It’s the newsreview, with its 
own special staff, backstopped by the remarkable resources of Amer- 
ica’s most distinguished newspaper. 











Ask your agency, ask us, to tell you all about it. 


The New York Cimes 
REVIEW of tHE WEEK 


the newsreview you get every Sunday exclusively 
with The New York Times 














SELL DIRECT 


erame 


TO CERAMISTS 
VIA 


C.B. 


Ceramic Buutetin 


read by the 


veramic Bulletin 
men wn create ceramic busi 
ness. C. B. offers the advertiser 
the concentrated attention of 5, 
664 ceramists. These men read 
C. B. to gain knowledge of re 
search happenings, processes, 


and methods current in the field 


3664 


CIRCULATION 


BY FIELDS: Refractories, 23%; White 
Wares, 22%; Glass, 22%; Materials & 
Equipment, 8%; Structural Clay Products, 
7%; Enamels, 10%; Design, 4%; Educa- 
tional, 2%; Miscellaneous, 2%. 


BY POSITION: Ceramic Engineers, 21.1%; 
Plant Mgrs. and Supt's, 13.8%; Research 
Directors, 12.6%; Presidents, 11.1%; 
Vice-Presidents, 7.4%; Chemists, 4.7%; 
Student Engineers, 16.6%; All Others, 
11.7%. 


*Write for an analysis of C. B.'s circulation— 
see exactly who reads C. B. 


Ceramic Bulletin 
published by the 
American Ceramic Society 


2525 N. High St., Columbus 2, Ohio 
Dept. C.B. 





low who tripped up ex-Mobilization 
Chief Charles E. Wilson and sold 
President Truman on the policy of 
giving steel companies only the 
price increase that can be justified 
by the Capehart Amendment, and 
other OPS “standards.” 

Ex-governor of Georgia and a 
persuasive speaker, Mr. Arnall takes 
an “equal-justice-for-all” position. 
“I’m here to enforce the law,” he 
says. “The steel companies will get 
all they are entitled to .. and not a 
cent more.” 

Asked what he would settle for in 
order to “get peace,” Mr. Arnall in- 
sisted: “I can’t give more to steel 
just because it is big than I could 
give to any other industry. I have 
no intention of going to Munich.” 

The Arnall-Wilson break came 
after Mr. Wilson told steel people 
they would get a price increase 
commensurate with the wage deal. 
Mr. Arnall says he balked. “I told 
Mr. Wilson I had the impression 
that I was price administrator. And 
I had no intention of going along 
on any such deal.” 

When their differences were re- 
ferred to the President, Arnall won, 
and Mr. Wilson decided he had had 
enough. Around OPS they like to 
use the term “suspend” ceiling rath- 
er than “decontrol.” “Suspension,” 
officials say, means that the control 
machinery is standing by, ready to 
snap back into action if prices begin 
to move upward. “Decontrol” im- 
plies that the control machinery has 
been relegated to the ash can. 

For all intents and purposes, the 
terms have the same impact on 
business. Neither takes place unless 
the product is already selling below 
ceiling, so there is no question of 
price relief involved. So far as in- 
dustry is concerned, the net gain 
under each is: less red tape. 


Lone Source of Data . . Com- 
merce Secretary Charles Sawyer 
has renewed his invitation for in- 
dustrial suppliers to drop into the 
nearest Commerce Department field 
office for assistance in selling to the 
government. Commerce Depart- 
ment has just provided its field of- 
fices with a revised edition of its 
Government Procurement Manual. 

This publication lists 5,000 items 
and classes of items that the gov- 
ernment buys. It also contains a 


military agency and civilian agency 
index, together with a listing of the 
locations of the appropriate pro- 
Secretary Sawyer 
says this is the only source of in- 
formation in the government cover- 
ing the procurement activities of all 
major military and civilian agencies. 


curement offices. 


Hoarding Halts .. As far as any- 
one here knows, the supply and de- 
mand for containers and packaging 
is in balance and will continue to 
be in balance for the remainder of 
1952. A number of factors helped 
the situation. Supplies of basic ma- 
terials improved, and hoarding came 
to a halt. Stretchout of the defense 
program eliminated a considerable 
part of the pinch. 


Export Market Tightens . . Com- 
merce Department says the export 
market shows signs of tightening. 
“With demand for goods in foreign 
markets leveling off, suppliers are 
beginning to recognize that greater 
selling efforts are necessary,” ac- 
cording to Henry Chalmers, special- 
ist on commercial policy, Office of 
International Trade. 

The countries of Asia and Latin 
America which supply raw mate- 
rials are in a position to import wide 
ranges of consumer goods. But the 
industrial countries of Western Eu- 
rope and North America which were 
burdened with the expensive re- 
armament programs, have had to 
protect exchange reserves through 
the curtailment of other than es- 
sential imports. 


Priorities No Answer .. “Issue 
a priority” is no longer a magic 
formula. For example, the power 
and electric equipment industry, 
burdened with the great 32,000,000 
kilowatt generating capacity expan- 
sion program, looked for a way to 
screen out less essential orders for 
export. A priority seemed to be the 
answer, until an industry member 
pointed out that the priority would 
give foreign orders preference over 
unrated domestic orders. Moreover, 
it was pointed out, the priority 
would interfere with normal cus- 
tomer-seller relations and cause 
confusion. 

Industry members decided to 
handle the problem on a case-by- 
case basis. 





PRESIDENT 
Dewey and Almy Chemical Compary 


An outstanding example of the scien- 
tist-businessman, Bradley Dewey has 
guided his firm in 33 years from one 
small plant with one product and 15 
employees to a world-wide organiza- 
tion with 13 plants, 1900 employees 
and more than 1600 products used in 
the fields of food protection, clothing, 
transportation, construction, health, 
recreation and general industry. 


It all began in 1919, when he and 
Charles Almy, another chemist, founded 
the company. As President, Mr. Dewey 
has been the guiding spirit behind an 
increasing program of research and 
development, which has led to many 
notable contributions in the field of na- 
tural and synthetic rubbers and resins. 


Colonel Dewey was Rubber Director 
during World War II, Chairman of the 
Guided Missiles Committee of the Joint 
Chiefs of Staff, and a member of the 
Presidential Evaluation Commission on 
the Atomic Bomb Tests. 


A past president of the American Chem- 
ical Society, he has been a member 
since 1908 and a reader of C&ENews 
since its first issue. He is enthusiastic 
over the educational values of its lead 
articles which interpret many of the 
problems of business to those working 
in the technical fields, and thereby 
make for better understanding. 


CHEMICAL AND ENGINEERING 


It’s not far 


from CHEMIST to EXECUTIVE! 








The step from chemist to executive is not a long one 
for men like Bradley Dewey, who so actively con- 
tribute to the growth of both their firms and the 
Chemical and Process Industries. Administrative 
duties increase, but from the beginning these men 
are partners in team decisions for the purchase of 
materials and equipment. 


Throughout industry, chemists and chemical engi- 
neers work as a team, specify as a team, buy as a 
team . . . a team of officials, works executives, super- 
visors, engineers, research directors, chemists and 
consultants. 


Because its broad editorial content offers something 





of interest to everyone in these industries, CKENews 





covers every step from chemist to executive, reach- 





ing all the team members without whose approval 





you can’t turn prospects into customers. 








It takes the BIG 72,000 coverage of 
C&ENews—every Monday—to BLANKET 
the Chemical World! 





“Wy Newemagazine of the Chemical World Since 1923 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N. Y. 


CHICAGO « CLEVELAND 


SAN FRANCISCO © LOS ANGELES ¢ SEATTLE * 


DALLAS 
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IMU ESTA TWOREKIING MAGAZINES 


In the most comprehensive industrial readership survey ever 
made American industry voted The IRON AGE the “most useful” 
of all metalworking magazines. In this survey 18 leading indus- 
trial companies asked their customers and prospects to name 


the publication ‘‘most useful’ to them. Again, the men who 


control or influence buying voted The IRON AGE their No. 1 


metalworking magazine. 





This is NO. 3 of a series 
NO. 1—Metalworking votes The IRON AGE NO. 1 among all types of magazines! 


NO. 2—U. S. Industry votes The IRON AGE NO. 1 among all industrial magazines! 











TOTAL MENTIONS 


“Most Useful” votes for the first 10 metal- 
working magazines based on total returns 


from all industries: 


Iron Age . 

Steel 

American Machinist 
Product Engineering 
Foundry 

Machine Design 
Machinery 

Mechanical Engineering 
Metal Progress 


Electrical Manufacturing 


WHY IS THE IRON AGE NO. 1? Because The IRON AGE 
is @ horizontal p It is edited for all 9 


iii ai 





Why is this survey noteworthy ? 


Te tt is the largest, most comprehensive industrial reader- 
sHip survey ever conducted. 


y » The following 18 leading companies participated in 
this survey 
Minneapolis-Honeywell 


Regulator Co. 
Brown Instruments Div. 


Aluminum Co. of America 
The Black & Decker Mfg. Co. 
Brown & Sharpe Mfg. Co. 
Crane Co 
Dodge Mfg. Co. 
General Electric Co 
Apparatus Division 
The Goodyear Tire & Rubber Co 
Mechanical Rubber Goods Div. 
Harnischfeger Corp. 


Socony Vacuum Oil Co 
Union Carbide & Carbon Corp. 
Bakelite Division 
Carbide & Carbon 
Chemicals Div 
Electro Metallurgical Div. 
The Linde Air Products Co. 
United States Stee! Co 
Hyster Company 
P. R. Mallory & Co., Inc. 


Westinghouse Electric Corp. 
Apparatus Division 


Be The 18 companies mailed a total of 198,837 question- 
naires to individuals on their customer and prospect lists. 
Replies totaled 42,878. 


4. ail individuals contacted were men who control or 
influence buying, regardless of title or industry. 


5. Results were classified and tabulated by the McGraw- 
Hill Publishing Co. 


6. Magazines of all types—general, business, industrial— 
ore included in survey results. 


that affects metalworking executives—are flashed to the 





ment—administration, production, engineering, financial, 
purchasing. Its intense readership across management 
plus the largest total distribution of any metalworking 
magazire across the wide metalworking industry make 
it a natural to be voted No. 1. 

WHY IS THE IRON AGE NO. 1? Because The IRON AGE’s 
excellent record of service to mighty metalworking is 
unparalleled. Every week the latest vital news, market 
reports, technical articles—any important information 


industry with the same fast-paced schedule general 
news is distributed by a Time or Newsweek. 


WHY IS THE IRON AGE NO. 1? Because of The IRON AGE’s 
absolute reliability and authenticity — attested to by 


th A. 





of quotes in the U. S. press... “According to 
The IRON AGE". That's why metalworking men, admin- 
istrative and operating executives believe in it, make 
decisions from it, run their plants by it... and buy out 
of its busy advertising pages. 


Ask your IRON AGE representative to show you a detailed 
tabulation of this survey — publication by publication. 


cdfironAge 
@ 5 ow 


A CHILTON PUBLICATION - 100 


EAST 


42nd STREET - 


WEW YORK 17, WY. 
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Never Before 
Available 
ina 
Petroleum 
Publication 


Media men who have followed The 
OIL DAILY have seen one of the 
most spectacular successes in business 
paper history. Never has any publi 
cation in any field introduced a more 
impressive array of advantages to 


advertisers 


Bull's Eye Circulation. The Ol! 
DAILY delivers your message to the 
executives who dictate policies, write 
specifications, approve purchases—the 
men you must reach to sell your prod 


uct and keep it sold. 


Red-Hot Reader Interest. Subscribers 
pay $25 a year (up to $65 for air 
delivery) for The OIL DAILY be 
cause only in The OIL DAILY do 
they get all of today’s oil news today 

authentic news gathered by five 
exclusive news bureaus and a world 


wide network of correspondents 


Positive Visibility—the answer to an 


advertisers dream. Every ad in The 
OIL DAILY appears on a page either 
facing or containing live news! You 


get the impression you pay for 


If you sell to the petroleum industry, 
you will get more for your advertising 
dollar in the industry's livest, most 
talked-about medium The Of 
DAILY. Write for convincing proof 


TuHeE O1n Datiny 


The National Newspaper of Petroleum 
616 S. MICHIGAN AVE., CHICAGO 5, ILL. 
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Monthly report convinces key 
men of ad department progress 


Ik 


® you COMPLETED the most impor- 
tant part of solving the problem 
when you made up your mind to 
do something about it. The rest is 
relatively easy there are a num- 
ber of ways to keep top manage- 
ment advised of the advertising de- 
partment’s accomplishments 

First, prepare a list of the people 
you consider doubters. Then when 
new ads, campaigns or direct mail 
pieces are prepared, send them ad- 
vance copies. The same goes for 
results of your market studies. And 
about your publicity 


don't forget 


campaign. Send them copies of re- 
leases as they go out . . but more 
important, let them see tear sheets 
f stories that get into print. One 
way to do this is to have your gal 
Friday keep a publicity scrap book 

and then route it to top manage- 
ment every six or eight weeks. 

Here’s something else you might 
do. Each month, send top manage- 
ment a “Report from the advertis- 
ing department.” All this need be 
is a simple typewritten list . . bro- 
ken into three parts. The first sec- 
tion should cover, “Activities com- 
pleted by the advertising depart- 
ment last month.” The second sec- 
tion should list “Activities nearing 
completion,” and the third sec- 
tion, “Activities to be started this 
month.” 

After you've prepared such a re- 


problems 


in Industrial Marketing 


port, you'll be surprised to see how 
much work is handled by the ad- 
vertising department. And if you, 
who are so close to the operation, 
are impressed, it’s a good bet that 
top management will be impressed. 

These monthly 
top management serve another pur- 
If your department is 


reports to your 


pose, too. 
spinning its wheels, making a lot of 
getting nowhere, it'll 
show up on your monthly report . . 


noise, and 


and you can take whatever steps are 
necessary to correct the situation. 


Keep letterheads simple: 


then let designer take over 


Weve aecided t redesign 


® FIRST OF ALL, keep your letter- 
head simple. 

The reader of a business letter 
is mainly interested in knowing who 
wrote the letter, the writer’s com- 
pany, address, city, and perhaps the 
phone number. He doesn’t partic- 
ularly care whether your company 
was established 50 years ago, or 
100 years ago, and a picture of your 
office or factory building won’t im- 
the odds are that he’s 
probably seen an office or factory 
And if 


you want him to see pictures of the 


press him 
building somewhere before. 


products you manufacture, send him 
a set of catalog sheets, or some ad 
but don’t clutter up your 
letterhead with pictures of lathes, 


reprints . 


electric motors, etc. 

After you've decided to keep your 
letterhead simple, give the job to a 
designer. At least 75% of 
business letterheads in 


good 


use today 





Tell your story in the 
y. important JULY PIT AND QUARRY 





24th Abuuual 
CEMENT-MILLS 


The BIG Issue with 


WORLD WIDE 


INFLUENCE 
INTEREST 
CIRCULATION 


A TWO-FOLD INDUSTRY JOB IN ONE ISSUE... .~ 


@ What PIT AND QUARRY Editors Are Doing 


Cement production must be stepped up to meet the 
enormous demand created by the huge world-wide 
construction program. 


The editorial scope of the July Cement Mills Num- 
ber will be international. Industry officials throughout 
the United States and abroad will benefit from precise 
and painstaking editorial treatment of the latest 
engineering advances in cement production and 
processing. 


Months of preparation have been devoted to 
assembling this store of important information which 
will make the Cement Mills Number an indispensable 
addition to the technical library of any production 
executive. 


& What We Are Asking Manufacturers To Do: 


Your part in this industry-wide project is very im- 
portant. The suggest dati of 
the editors are of no value unless the readers get 
the supplies and cquipment needed. And, YOU make 
that equipment. 

We invite you to tell your product story in this 
special July Cement-Mills Section. ‘We would like to 
have you plan an impressive, informative advertise- 
ment for this important issue. Stress special features, 
quality of construction, lower operating costs, in- 
creased output, typical installations, etc. You can 
perform a great service to the industry, and profit 
by it, too. The time to sell equipment to Cement- 
mills is NOW. 





and rec 


Send space reservation today — Final closing date, June 18th 


July 1951 issue was the 
second largest issue in 
our 36-year history with 


19 G — 
ages 


LS. 


Pitand Quarry 


431 South Dearborn St., 
Chicago 5, Ill. _ 








What’s good 


sate advertising ? 


If you judge by results (which isn’t a bad standard) Mosler 
Safe Company gets a blue ribbon on three counts: 


ME «GOOD IDEA 
BME =GOOD PRESENTATION 
WE «GOOD MEDIA SELECTION 


In reporting the Mosler campaign, TipE Magazine said: “With 1951 
sales running at least 25% over 1950, the company is understandably 
optimistic.” 


BUT WHAT ABOUT 1952? Ad Manager Langdon R. Littlehale 
reports: 
“As far as actual sales are concerned for January, Febru- 
ary and March of this year, The Wall Street Journal is way 
out in front — ahead of all newspapers we are using Over 
the country, including the metropolitan dailies.” 


Whether for safes or any other product or service which businessmen 
can use, you'll be safe in counting on the attentive readership of The 
Wall Street Journal's 48-state, alert, buy-minded and buy-able audi- 
ence. Here is the circulation which increasing numbers of advertisers 
and agencies label the best business prospects in the country.* 


THE WALL STREET JOURNAL 


Published at 
NEW YORK CHICAGO DALLAS SAN FRANCISCO 
44 Broad St. 12 E. Grand Ave. 911 Young St 415 Bush St 


2% Data on request; send for it today! 
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are artistic and typographic mon- 
strosities . . and a good designer 
can save you from this fate. 

He'll charge you a little but it'll 
be worth it. Remember, when your 
letterhead reaches the desk of a cus- 
tomer, prospect or friend, it is rep- 
resenting you and your company. 
In many instances the impression 
it makes can be of vital importance. 


Wise shopping helps select 


good company Christmas gifts 


® THERE ARE many unusual items 
you can round up without too much 
trouble. The final selection, of 
course, depends on how much you 
can spend for each gift 

I personally favor the type of gift 
that can be used in the home. For 
a number of years, a Milwaukee 
manufacturer has been giving rec- 
ord albums. In Chicago, a printing 
house gives copies of fine books. 
Other gifts I recall as being on the 
unusual side include framed pic- 
tures, candlesticks, and ceramic 
pieces. 

Costs vary all over the lot, but 
if you have time to shop around a 
little, you can often line up a good 
deal. I know of one advertising 
manager who bought ceramic ash 
trays for less than $2. They were 
rather unusual pieces that would 
cost $5 to $6 in a gift shop. 

But whatever you do, don’t splat- 
ter your company’s name all over 
the gift. Who wants to use a bill- 
fold with “Smith Anvils, Inc.” 
stamped on it in gold leaf . . even 
if it is an extra fine billfold? The 
same goes for cigaret lighters, foun- 
tain pens, etc 

If a well designed card accom- 
panies your gift . . and the gift is 
in good taste, the recipient will re- 
memb. you. I've been carrying 
an ostrich skin billfold since 1943, 
and I still remember the name of 
the company which gave it to me. 

If you must put your company 
name on the gift, use small type, 
and hide it away where it won't be 
too apparent. 








A promotional message for 
your service of product 
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wn ow m1 Jo Trade Mark Service 


s peered ence lg to guide prospects 
wines | direct to your distributors 





There is one sure, economical way of directing 
prospective customers to your local distributors. 
Use Trade Mark Service as a signpost in every 
important market. 


Trade Mark Service links your trade-mark or brand 
name in the ‘yellow pages’ of the telephone directory with 
the list of your local distributors or jobbers. That 

makes it easy for customers and prospects to find their 
names, addresses and telephone numbers. 


Then the stage is set for you to use a line like this in all 
your advertising —“Look in the ‘Yellow Pages’ of your 
telephone directory for a list of our distributors.” 
Trade Mark Service is the buying guide to keep 
customers from getting side-tracked by substitutes. 








Owed $25,000 to Bozell & Jacobs; 
cancel Aug. 2 opening as fair 
lists $80,000 liabilities 


® CHICAGO Plans for the nation’s 
second postwar International Trade 
Fair ended abruptly when its peti- 
tion of voluntary bankruptcy was 
approved by Judge William J. 
Campbell of U. S. District Court. 
A hint of the had 
come earlier when a March 22 open- 
ing date was postponed to Aug. 2 
(IM, April). The fair had been 
booked at Chicago’s Navy Pier. 
Attorney Jules Daschau of Brown, 
& Ziedman, law 
firm representing the Chicago In- 
ternational Trade Fair, Inc., said 
that the company listed liabilities of 


fair’s failure 


Daschau Chicago 


$80,000 as compared with assets of 
$18,000 

Among the creditors of the com- 
pany is Bozell & Jacobs, Chicago 
advertising agency, which is owed 


news 


of industrial sales and advertising 


$25,000 for advertising placed and 
for promotional services rendered. 
Other 
and foreign companies, but no for- 


creditors include domestic 
gn governments, Mr. Daschau said 
I. S. Anoff, president of the fair 
(a private company), said that its 
failure the lack of 
community support and of unsettled 
European conditions that prevented 
from exporting 


el 


was result of 


foreign exhibitors 
the necessary dollars to participate. 

When the fair was postponed in 
March, fair officials said that enough 
exhibitors had entered the show to 
insure its success. 

The fair had been planned as a 
successor to the first International 
Trade Fair, a moderately successful 
non-profit enterprise, held in Au- 
gust, 1950, in Chicago, and marred 
discontent from 
some exhibitors. Sales at that fair 
were estimated at nearly $20,000,000 
The fair drew 25,000 buyers in two 
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weeks and 310,000 nonbuyers dur- 
ing a two-day public showing. But 
complaints were heard from some 
foreign industrial exhibitors that the 
fair did not “pull.” Most industrial 
exhibits at the International 
Amphitheater on the fringes of Chi- 
cago’s stockyards and less easily ac- 


were 


cessible than other exhibits at Navy 
Pier 

The discontent was first reported 
exclusively by INDUSTRIAL MARKET- 
ING (IM, Sept., 1950). 
port executives attributed the diffi- 


Leading ex- 


culties to the inexperience of some 
foreign exhibitors with U. S. shows 
and to failure of some visitors to 
promote their exhibits to prospec- 


tive customers in advance. 


New offset printing process 
announced by ‘SRDS’ 

® EVANSTON, ILL. A new, high- 
speed offset 
that may cut costs and speed print- 


plate-making process 


ing of catalogs and directories has 
been introduced by Standard Rate 
& Data Service. 

The 
standard letterpress procedure right 
down through locking up the forms 
of type and cuts. At this stage a 
printing image of the type form is 
transferred onto a_ lithographic 
printing plate without the necessity 
for photographic work of any kind 
The lithographic plate is then proc- 
essed in several simple steps, and 
within 15 minutes of the start of 
the process, printed pages can be 
rolling off the press. 

The SRDS process was developed 
by President C. Laury Botthof, in 
cooperation with Olin Friedman, 
technical consultant to the printing 
industry. 

Because only one impression is 
made from the original type, wear 
on standing type is virtually elim- 
inated. This makes the process par- 
ticularly promising for publishers 
of directories, year books, buying 
guides, catalogs and other media 
where much standing type is used. 

“Type wear and costly resetting 
eliminated,’ Mr. 


process includes the use of 


are practically 
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“WHO ARE THE 
BUYING INFLUENCES FOR 
INDUSTRIAL EQUIPMENT ?” 


Case Study Shows: 
MANY MEN WITH MANY TITLES 


INFLUENCE PURCHASE OF 
MAJOR PRODUCTION EQUIPMENT 


PROJECT: To determine how many 
and what type of men participate in 
selection and purchase of major pro- 
duction equipment. 


PROCEDURE: An accurate cross- 
section of the metalworking industry 
(by size, location, type of operation) 
was surveyed. 6,600 plants received 
survey; 558 replied. 85 personal in- 
terviews verified mail survey. Analy- 
sis based on 643 cases. 


RESULTS: In 88% of cases, three or 


more men take part in the purchase 
of major equipment. The importance 
of men with buying influence cannot 
be determined by titles, since titles 
vary in meaning from company to 
company and by size of plant. 

CONCLUSION: Selling industrial 
production equipment requires ex- 
tensive cultivation of many types of 
buying influence. Salesmen must go 
beyond the purchasing agent’s office 
. . . direct mail beyond executive 
titles... and publication advertising 


should be used to ferret out and in- 
fluence both known and unknown 
buying influences. For maximum ef- 
fectiveness, all these selling forces 
should be used in combination. 


. * * 


A complete report of the above study 
is contained in our Research Depart- 
ment’s Laboratory of Advertising Per- 
formance Data Sheet #1042. If you 
want facts regarding this or other sub- 
jects related to business paper adver- 
tising, ask your McGraw-Hill Man. 





PERCENT OF PLANTS IN WHICH EACH TYPE OF MAN EXERTS BUYING INFLUENCE 


BY PLANT SIZE (Number of Employees) 


Foreman- | Engrg. Design Works Master | Purchasing} Other 


Superin- Mfg. 
Engineer | Manager | Mechanic Agent Titles 


tendent | Dept. Head | Supervisor | Dept. Head 


General 


Secretary | Treasurer Manager 


. Vice 
President President 


ed 100 OR LESS 

(84 PLANTS = 100%) 

Be hist 
(339 PLANTS = 100%) 


501 TO 1000 
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McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. ® 
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‘onstruction? 


Here is where 
Technical Copy 
Pays Off... 


® The JOURNAL of the AMER- 
ICAN CONCRETE INSTITUTE 
is recognized world-wide through 
the regular publication of the 
kind of reliable technical papers 
and discussions wanted by the 
key men in the concrete industry. 


@ Here, then, is a medium in 
which the technical story of your 
product or service will be read 
and studied with expert interest 
... Here you can tell the kind of 
story you have always wanted to 
tell to professional engineers, 
architects, contractors, construc- 


tion superintendents . . . 


@ With the rising cost of labor 
and materials, the men you want 
to reach know it is imperative to 
methods and 
uses of the best tools, machinery, 


be alive to new 


equipment, materials and serv- 


ices dollarwise . 


@ And, since they are the key 
men on the high priority building 
projects throughout the nation, 
the ACI JOURNAL is the place 
to make a direct bid for their im- 
portant business. 

@ With a relatively small (6,500), 
very important, and very special- 
ized circulation, the JOURNAL 
of the AMERICAN CONCRETE 
INSTITUTE provides you with 
an outstanding type of coverage 


at modest rates. Write for more 


details. 


Journal of the 
AMERICAN 
CONCRETE INSTITUTE 


18263 West McNichols Rd. 
Detroit 19, Michigan 
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3otthof said 


about $150,000 to reset our publica- 


“In our case it costs 


tions when type becomes worn. 
Press makeready costs and time are 
reduced, and press time and costs 
are substantially lower 

“On fast offset presses we can run 
up to 10,000 impressions an hour, 
flat-bed 


presses. On the offset side of the 


compared with 1,000 on 


operation we eliminate cameras, 
plate-making and developing opera- 
tions.” 

The novel part of the operation is 
the processing of the lithographic 
plate. After the letterpress form is 
locked up, an ordinary proof press 
s used to transfer the inked type 
impression directly onto the face of 
a dry sandblasted sheet of very thin 
aluminum foil, mounted on an im- 
pregnated card stock backing 

This actually embosses the type 


Then 


the plate is treated mechanically 


into the aluminum foil face 


and simply to provide the necessary 
surface to retain and repel ink. The 
plate is then squeezed through cyl- 
that is, make 

After this, 
it is ready to run on an offset press 


inders to “deboss’”’ it 


it a flat surface again 


“If anyone wants to experiment 
with the process we'll be glad to 
show all we know,” Mr. Botthof an- 


nounced 


‘Franchise circulation’ tag 
is new, but method is old 


® cHicaco . . The item in IM’s news 
department last month, referring to 
development of the term, “franchise 
circulation,” by Industrial Publish- 
ing Co., Cleveland, has stirred up 
some historical reminiscences. 
IM's story implied that the meth- 
od was new. It isn't, as Industrial 
Publishing, which coined the “fran- 
chise circulation” name, would be 
That company 
has been using the method for 18 


the first to admit. 


years 

The method consists of having 
circulation paid for by _ selected 
wholesalers and distributors in basic 
marketing areas, who further agree 
to supply lists of buyers and keep 
them up to date. 

E. M. Stanley, vice-president of 
Conover-Mast, points out that Har- 
vey Conover used the method on 


Industry Illustrated in 1925. When 
that publication was sold to Mc- 
Graw-Hill, Conover-Mast Publica- 
tions, Inc., retained the plan, and 
Mill & Factory, its first magazine, 
used this method from its very first 
issue in January, 1928. 

Since Conover-Mast has 
used the plan extensively and added 


then, 


numerous other features to it 

But perhaps the real pioneer of 
this type of distribution is M. B 
Massol, publisher of Oral Hygiene, 
Pittsburgh, who arranged to dis- 
tribute that 
dental supply houses when he 
started Oral Hygiene in 1911. The 
method is still being used success- 
fully. 


publication through 


45 business papers will be 


n d for editorial excellence 





® cHicaGo .. A panel of sales, ad- 
vertising, purchasing and top man- 
agement executives who read the 
business press have been selected 
to judge INDUSTRIAL MARKETING’S 
14th annual editorial achievement 
competition for business publica- 
tions 

The judges will award 15 bronze 
plaques and 30 certificates of merit 
to winners in three classifications: 
industrial, merchandising and _ in- 
stitutional. Judging will be May 15 
at the Drake hotel in Chicago. 

The judges include: 

Milton Weber, vice-president of 
procurement, Frank G. Hough Co., 
Libertyville, Ill; N. H. Schlegel, 
vice-president of sales and adver- 
tising, Cory Corp., Chicago; Cary H. 
Stevenson, vice-president, Lindberg 
Engineering Co., Chicago; R. B. 
Putman, general sales manager and 
sales promotion manager, American 
Lumber & Treating Co., Chicago: 
Carl McWade, advertising manager, 
Skilsaw, Inc., Chicago; Leonard 
Rhodes, Lyon Metal Products, Au- 
Bob Aitchison, Shrout 
Associates, Chicago. 


rora, IIL; 


Walt Petrie, advertising manager, 
X-Ray Dept., General Electric Co., 
Milwaukee; John Mannion, adver- 
tising manager, Austenal Labora- 
tories, Chicago; Hal Burnett, Bur- 
nett & Logan; Robert Runge, adver- 
tising manager, Thor Corp., Chi- 
cago; Harry E. Collins, of Collins, 
Miller & Hutchings, Chicago; and 
Charles W. Bracken and Morton 
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1933 An entirely new publishing service was 
created in association with Thomas’ Register. 
Industrial Equipment News became the first publi- 
cation devoted entirely to product news and in- 


formation for top production men in industry. 
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1934 IEN accepts advertising, adopts one-ninth 
page units as standard, proves these small, meaty 
ads to be effective. Develops circulation by reader 
request. Establishes plan to service reader in- 


quiries. 


1936 Develops plan for annual verification of 
circulation and readership. Serves over 300 ad- 
vertisers, confirming the value of its product 


information service 


1941 Passes the milestone of 500,000 inquiries 
serviced for readers, strong evidence of IEN’s 


basic value to both readers and advertisers. 


1951 Continues to lead the field it created in 
number of advertisers, in standing with specifiers 
and buyers of largest and most active plants in 


all industries. 


Industrial _ 
Equipment 
News 
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What's New? IEN Begins 20th Year! 


. with another FIRST in the field of product news and 
information — a new front page designed around its product- 
finding index. 

. with more advertisers (740 to 850 per issue) than any 
other publication of similar service or distribution. 

. with 62,044 specifying and buying readers in all manu- 
facturing industries (total distribution 65,550). 

. with a low-cost ($125 to $135 per month) plan for 
reaching industry's top operating, engineering and produc- 
tion men at the time they are looking for product informa- 


tion. 


Details? Send for The IEN Plan 
Breakdown of readers? Ask for the latest NIAA Report 


Good for Selling because Used for Buying 


Industrial Equipment News 


ooo 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N.Y. 


Representatives: Atlanta Boston Chicago Cleveland Indianapolis 


Los Angeles Philadelphia Pittsburgh 
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This is ASME CATALOG DAY! 
MONDAY 


JUNE 1 952 


It is a deadline... 
which is also a lifeline. 
On Monday, June 23, closes 


the 1953 issue 
of the 

ASME MECHANICAL CATALOG — 
and DIRECTORY 


Next October, when the new catalog 

is distributed, there opens 

the 42nd year of 

ASME Catalog sales opportunity. 

Then, 15,000 on-the-spot salesmen will sell for you every day in 


some 9,000 plants, the purchases of which are important enough 
to require professional mechanical engineers to select and specify. 


On an average, each catalog is consulted by 3 to 5 users a total of 
30 to 50 times a year, because. . . 


There is no other publication so frequently consulted by so many 


professional mechanical engineers in responsible positions. 


So make plans at once for representation in full in the next ASME 
Catalog, closing Monday, June 23. 


THE AMERICAN SOCIETY OF MECHANICAL-ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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Goldsholl, designers, both of Chi- 
cago 

Publications will be judged for 
the best article, best series of arti- 
cles, best single issue, best market 
or technical research and _ best 
graphic presentation. 


Combines ten show exhibits 


for dramatic open house 


® cHicaco .. One of the largest and 
most varied displays of brass prod- 
ucts ever assembled was exhibited 
by American Brass Co., Waterbury, 
Conn., at an open house celebration 
for the opening of a new warehouse. 

The exhibit included ten separate 
displays from ten different indus- 
trial shows in which the company 
and its corporate parent, Anaconda 
Copper Mining Co., participate. The 
exhibits were from such varied 
shows as the Motorboat Show, All 
Industry Refrigeration & Air Con- 
ditioning Show and the Power 
Show. The result was a diversity 
of exhibits aimed at a diversity of 
buyers invited to the opening. 

Some 2,100 customers of Ameri- 
can Brass in the Chicago area were 
invited and more than 1,800 persons 
showed up. The exhibits showed 
American Brass and Anaconda met- 
als and fabricated parts for homes, 
boats, pipe systems, costume jew- 
elry, appliances, plumbing and nu- 
merous other applications. 


Taxes cut deep as Penton 
sales hit record $4,715,000 


® CLEVELAND .. Sales of Penton 
Publishing Co., business publishing 
house, rose to a record $4,715,000 in 
1951, for an annual increase of 
29.8%. 

Sales the previous year were $3,- 
748,000. Profits were reduced by 
the highest taxes in the company’s 
history, totaling $478,000 as com- 
pared with $216,000 in 1950. Net 
profit was $352,553 . . 20% higher 
than the $291,961 chalked up in 
1950 . . and the fourth highest net 
in the history of the company. 

The totals were announced in the 
annual report of the company, 
which publishes Steel, Foundry, 
Machine Design, New Equipment 
Digest and other publications and 
reference books. 





THESE ARE SOME OF 
THE THINGS A 
WELL-RUN EXPOSITION 
IN YOUR FIELD 
DOES FOR YOU! 


Brings your prospects 
to you 


Renews 
customer contact 


Establishes contact 
with people your 
salesmen can't reach 


Produces inquiries 
and leads 


Opens new markets 
for you 


Builds sales organization 
confidence 


Establishes your firm 


Enables you to broaden 


™ Pai 
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There is no substitute for the actual demonstration of 
products to your prospective customer. 


Buyers are people. They have the normal human 
instinct of wanting to see what they buy. 


Photographs, literature, the most glowing description— 
by word of mouth or in print—can't quite do the same 
job of convincing the prospect as a first-hand inspection. 


At the exposition which covers your industry or 
trade, more potential buyers can and do inspect 
the products of more exhibitors than they could 
possibly do in any other way in anything like 
the same time. 


That is one of the many reasons why soundly operated 
expositions continue to grow in popularity and effec- 
tiveness for both ‘sellers’ and ‘buyers’. 


Are you exhibiting? 


NATIONAL ASSOCIATION OF EXHIBIT MANAGERS 
7301 Euclid Avenue 7 Cleveland 3, Ohio 
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TAKE ANOTHER LOOK 
AT THIS 


-— Different — 


MAGAZINE 


IT HAS OVER 37,000 
“SELLER-SELECTED”’ 
RESPONSIVE READERS 











Different in: 


MARKET MAKEUP: Cuts across every major 
industry class from Autos to Zinc—alil import- 
ant manufacturers have a vital stake in Elec- 
trification developments. Our readers control 
or influence industry's huge annual dollar 
expenditure for MOTORS AND CONTROLS— 
LIGHTING—ELECTRICAL HEAT DEVICES 
Resistance, Infrared, Induction-Dielectric 
AIR CONDITIONING WELDING — ELEC- 
rRIC TRUCKS-— and POWER DISTRIBUTION 
EQUIPMENT which feeds them all. 


EDITORIAL COVERAGE: Always first with the 
news on the newest Industrial Electrification 
ideas—dug up not only by our own skilled 
staff, but by more than 1000 electric utility 
industrial engineers, whose job it is to pro- 
mote production-improving applications. 
Presentation: in the proven ‘‘best-readership” 
picture-story form. .nothing in the field like it. 


CIRCULATION CONTROL: This is an inde- 
Pendent maga e with a sponsored circula- 
tion. Subscriptions are paid for by leading 
electric utilities—whose industrial engineers 
hand-pick the men-who-buy in each of their 
leading customers . . and provide practically 
continuous check and double-check on plant 
and personnel changes. YOU CAN'T DUPLI- 
CATE THIS ASSURED CONTINUOUS AC- 
CURACY AND COMPLETENESS. 


RESULTS FOR ADVERTISERS? 
REMARKABLE IN CONTRAST TO THOSE FROM 
ORDINARY MAGAZINES . .WRITE TODAY FOR DATA 
ON ACTUAL INQUIRY AND SALES EXP Es 


@) News 
Advertiser Changes 


Justice Lockwood 


Charles S. Schroeder 


Sprague, Jr. 


William A. Burns, Jr. . . 


Agency Changes 
John A. Priebe 





John C. Whitley . . { 


Trailer Park Management. . 


William G. Chalkley 
» 4b New Members . . 


Charles O. Puffer . . { Chemical Engineering 


hen 


Dun’s Review . . has redesigns 


ine new aesig 


Media Changes 





published by 
-— B. J. MARTIN & COMPANY —, 
20 N. WACKER DRIVE, CHICAGO 6 


420 LEXINGTON AVE. 
NEW YORK 17 
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A New Publication . . the 


Automotive World . . ; 
ton I rt was 


.o shina C r York, pul worker launched in 


controlled circulation of 8,5 An addi 
tional 4,000 


attending the 


-opies were distributed to vis 


American Society of 


Engineers’ Exposition in March. 
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The metalworking magazine 


that reaches all 4— 


Management 
Production 
Engineering 


Purchasing 
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kkk A GREAT AMERICAN FAVORITE 


Phe eight groups of ATF Copperplate Gothics const- 
tute one of the first families of American Pype, offering 
rare beauty. crispness. dignity and utility. F.W. Goudy 
clostaie cd these faces w ith contrasting weights and widths. 
unitorm graduation of sizes. and remarkable compatt- 
bilitw. to earn them lasting favor in business and social 
printing. ATF foundry types are precision-cast: from 
engraved mats to assure perfect fit and flawless repro- 
duction, Economical, too, because no printer need 
invest in- costly machine mats. There’s a type face for 


everybody. Print genuine ATF foundry type 


S The ¢ opperplate Gothics are compatible with many 
faces: serve as a foil for formal seripts and cursive types 
in larger sizes: Bank Script. Cloister Black, Engravers 
Old English, Lydian Cursive. Park Avenue. Typo Seript. 
Wedding Text. Rondo and Rondo Bold. 
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ELIZABETH B. NEW 


THE 8 ATF COPPERPLATE GOTHICS 
* 


LIGHT COPPERPLATE GOTHIC 

HEAVY COPPERPLATE GOTHIC 
LIGHT COPPERPLATE GOTHIC CONDENSED 

HEAVY COPPERPLATE GOTHIC CONDENSED 

LIGHT COPPERPLATE EXTENDED 
HEAVY COPPERPLATE EXTENDED 

COPPERPLATE GOTHIC ITALIC 
COPPERPLATE GOTHIC BOLD 


* 


AN TYPE FOUNDERS 


ARY F DAYSTR M N RPORATED 


JERSEY e BRANCHES IN PRINCIPAL CITIES 





trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Materials handling gets bigger 
as it saves money for industry 


25-50% Savings Are Usual. . 
The big improvement in manufac- 
turing efficiency today must come 
from areas where manual labor is 
still an important part of the op- 
eration. For while production ma- 
chines have not yet attained their 
ultimate, improvements here are 
becoming less and less spectacular. 
When a new model of machine is 
developed, and an 8 or 10 or 12% 
production increase is effected, it is 
considered that the new model is a 
worth while addition. 

But there is undoubtedly more to 
be done in the field of materials 
handling (despite notable improve- 
ments to date) than in any other 
phase of industrial management. 

It is a well-known fact that the 
steel industry handles 61 tons of 
raw material for every ton of fin- 
ished steel produced. Obviously, if 
a few cents can be shaved off costs 
of each one of the 61 tons of com- 
ponent materials, the gross saving 
at the other end is tremendous. Ex- 
amples of savings of 25 to 50% from 
the use of proper handling methods 
and proper handling equipment are 
not unusual. 

Like all such things, the greatest 
gains have been made in the largest 
plants because management in those 
plants is more cost-conscious and 
usually knows more about its 
costs. However, there is growing 
evidence of the acceptance of effi- 
cient materials handling methods in 
smaller plants. What was formerly 
considered an expenditure beyond 
the ability of such small plants is 
now generally recognized as an ab- 
solute necessity, because these small 
plant owners realize that unless 
they make expenditures for this 
type of equipment, they will not be 


able to stay in competition with 
some of their larger competitors. 

The growth of attendance at the 
Materials Handling Exposition, held 
in various cities since 1948, is the 
best indication of the growing in- 
terest in this field of cost saving 
In 1947, the first Materials Handling 
Exposition was held in Cleveland, 
and 35,000 square feet of exposition 
space was sold. The last exposition, 
held in Chicago in 1951, showed a 
registration of pretty close to 50,000 
visitors. Today, the Materials Han- 
dling Exposition is the third largest 
in the country. 

Today, management realizes that 
proper materials handling methods 


WHERE MOST 
“GOOD ADS” 
ARE BORN 


One member of this busy pair is 
easily recognizable—a fork-lift truck 
built by a client of this agency 
The other also is well worth knowing 
“Dug” Duggan, one of the MGaR 


staft assigned to the account 


One vital factor in this scene escaped 


the camera—the fact that it’s a 


‘picture of an ad being born.”’ 

It is a fundamental principle of this 
agency that the best ads are written 
in the field—written by men who know 
at first hand what the product does, 
how it operates, what benefits derive 
from its use; written by men trained 
to transmit to users the facts they 


want to know. 


There you have one major reason 
why advertisements prepared by 
Marsteller, Gebhardt and Reed, Inc 
a marketing-minded agency—are 
setting excellent records for 


g the results clrents want. 


areleller 
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600 SOUTH MICHIGAN AVENUE «+ CHICAGO 56 
600 GRANT STREET + PITTSBURGH 19 
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.». for That Better Look 
in Loose-Leaf Binders 


Sales-conscious leaders in every industry 
know that Heinn Loose-Leaf Binders... 





I) make your catalog look better; 


2) give your customers a better look 
at what you offer. 


Heinn custom-styles binders to fit the 
job instead of making the job fit a 
standard binder. And Heinn brings 
you patented, exclusive Protecto 
Process—the method of thermal 
embossing that uses a protective rim 
around all inked elevations to keep 
designs looking new for years. 
Remember, it’s 
Heinn for the 
lowest opera- 


tional cost per 
unit per year. 


MAIL THIS COUPON TODAY ; 
i 

' 
THE HEINN COMPANY 4 
322 W. Florida St., Milwaukee 4, Wis. ' 
. 

° H 
Information, please. C Sales and Instruction 5 
Catalog Covers Price and Parts Books Manuals : 
Proposal Covers Acetate Envelopes Plastic Tab Indexes ' 
Easel Presentations Salesmen’s Binders Sales-Pacs - 
1 

—e 1 

TITLE i 

COMPANY : 
t 

ADDRESS ' 
' 
a 
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and efficient materials handling 
equipment represent the last great 
frontier for saving money in pro- 
duction processes . . IRVING B. HEX- 
rer, publisher, Flow, Cleveland 


$1.5 Billion Market. . Currently, 
the federal government is giving 
generous assistance, not only to the 
materials handling industry but to 
its customers as well. A recent sur- 
vey made by Distribution Age 
showed current annual production of 
materials handling equipment to be 
about $1.5 billion dollars. The Na- 
tional Production Authority, to in- 
sure even greater supply, provided 
through CMP allocations for an ad- 
ditional $25,000,000 worth of this 
vital mass movement equipment to 
implement mass production. 

Broadly interpreted, this means 
purchases can be made without DO 
priorities . . unless preferential de- 
liveries are requested. 

Further, the government is per- 
mitting its contractors to amortize 
this equipment on short terms (sub- 
ject to renegotiation, of course) to 
encourage its use for expeditious 
handling of defense orders. 

General industry (non-defense) 
is following suit. We can easily 
name scores of businesses . . from 
raw material suppliers to large re- 
tailers and from the production line 
to transportation and warehousing 

whose investments in extensive, 
integrated materials handling sys- 
tems were amortized from two to 
five years. 

The cost of most items of mate- 
rials handling equipment is within 
the average elastic limits of any 
business budget. Unit prices, while 
naturally following the inevitable 
upward spiral, generally are lower 
than comparable or related stable 
hard” or durable goods, and should 
remain so as far ahead as it is wise 
for us to hazard a prediction. 

The production rate and competi- 
tive conditions are really just get- 
ting under way. While the average 
consumer's dollar is worth only 
about 52 cents (pre-sixth round of 
wage increases), the materials han- 
dling equipment purchaser’s dollar 
is worth more nearly 92 cents 

Soon the question will not be, 
“Can we afford to purchase mate- 
rials handling equipment?” but, 
rather, “Can we afford to do with- 








VL, 


MA 


in you 


Printing 


People are attracted to places and things that are well 
planned and beautifully presented. Cantine’s Coated Papers 


are an effective vehicle for “bringing them in.” 


S.C G4 
unlined (cated fipey 


THE MARTIN CANTINE COMPANY 
Specialists in Coated Papers Since 1888 


SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco: Wylie & Davis) 
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How can you 
get people to say 
nice things 
about your brand? 


For the answer, be sure to read the 
$. D. WARREN COMPANY'S message in 
BUSINESS WEEK for May 10th, and in 
THE SATURDAY EVENING POST for May 17th. 
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out it?” . . A. W. GREENE, editor, Dis- 
tribution Age, Philadelphia 


New Models Ahead .. The equip- 
ment scene here is one of continual 
activity. The fork truck people are 
continuing to expand the usefulness 
of this versatile machine by devel- 
oping literally hundreds of special 
and standard attachments that pro- 
duce great cost savings on individ- 
ual jobs. A great deal of attention 
is being focused on containers de- 
signed to fit into unit load handling 
systems. Both shipping and pro- 
duction containers are receiving a 
great deal of careful engineering 

In the overhead handling field, 
the ‘development of stacker cranes 

. which in effect consist of a fork 
truck suspended from the ceiling . . 
looks promising. They look extreme- 
ly good where small aisles and max- 
imum accessibility to any item are 
essential. They may even be an 
answer to the automobile parking 
problem in metropolitan areas. 

One of the newest trends in the 
materials handling field is the em- 
phasis on communications. We are 
all beginning to find that the per- 
formance of any materials handling 
system, regardless of the type of 
equipment used, can be vastly im- 
proved by instant communication, 
mechanical record taking and order 
giving and the mechanization of in- 
structions. Two-way radio is per- 
haps the most dominant conception, 
but dictating machines, inter-com 
systems and industrial television 
plus automatic writing and printing 
devices like the teletypewriter and 
TelAutograph are producing great 
improvements in handling. 

Belt conveyors are getting longer 
and longer. A very old conveying 
device is receiving a new impetus. . 
this is the pneumatic tube carrier. 

Undoubtedly, we have seen only a 
fraction of the design developments 
and application techniques that will 
take place over the next few years. 
American industry is rapidly be- 
coming conscious of the enormous 
production gains that remain to be 
made through further mechaniza- 
tion. The fulfillment of this expan- 
sion will raise our per capita output 
to undreamed of heights. . . JAMES R. 
BRIGHT, editor, Modern Materials 
Handling, Boston. 
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WE ARE! 


He is a key man in one of the nation’s leading power companies. 


His company spent $110,000,000 for post war construction. This 
same company has already announced future expansion plans 
totaling $125,000,000. This man and his other top executives will 
determine where and how this money is to be spent. And every one 
of these key men is a reader of Electric Light and Power. 

This same thing is true of every power company in the nation. 
The men who control the expenditures of huge sums of money are 
regular readers of Electric Light and Power. These are the men you 
have to reach if you expect to sell the power industry. 

Electric Light and Power reaches every key man in every property 


every month. It is the only publication that does. 


| Power Ca | 
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WHAT THEY BUY 


Generating, Transmission, Distribution and 


Metering Equipment 
Street Lighting Equipment 
Construction and Maintenance Equipment 
Building Materials 
Operating Supplies 


and strongly influence industrial and institu- 


tional purcheses of Utilization Equipment 


Electric Light and Power Is the Only Magazine Serving 
the Electric Power Industry Exclusively 





catalog services 


to help you make it easier for your 
prospects to buy your products 


you can order these services separately, or 
in any combination, as your needs require 


d S | 9 es plan, organization, dummies 
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Sweet’s serves manufacturers whose products are specified or bought by the 
separate groups of individuals that comprise these five markets: 


‘ q wer 
product plant general i a industrial light : 
engineering — + engineering building J) construction construction 


Sweet’s can give you expert help in getting 
the most out of your catalogs. You will get 
the benefits of our long experience in the 
development of new catalog techniques 


designers, prodyfers 
and distributérs of 


monctecrore Sweet’s Catalog 


market-specia¥zed 
catahegs 


DIVISION OF F. W. DODGE CORPORATION 





New York 18 
Boston 16 
Buffalo 2 

Chicago 54 
Cincinnati 2—American Building 
Cleveland 15 
Detroit 26 
Los Angeles 17 


Philadelphia 7 


based on first-hand knowledge of the buying 
practices and information needs of buyers in 
each of these five markets. 


Year after year Sweet’s handles more cata- 
logs than any other organization—currently, 
over forty million copies for 1,353 manufac- 
turers. 


Whether your problem is one of catalog con- 
tent and format, or of good printing at rea- 
sonable cost, or of catalog distribution to 
coyer your market effectively, or simply to 
get relief from a vast amount of time-con- 
suming work—you will find the help you 
need in the Sweet’s organization. 


The Sweet’s District Manager in your ter- 
ritory will detail these services in terms of 


your particular requirements. Call him in 
for a discussion of your catalog needs. 


119 West 40th Street-—-LOngacre 3-0700 


31 St. James Avenue—HAncock 6-0700 
70 Niagara Street—C Leveland 8200 
700 Merchandise Mart—WHitehall 4-4400 
GArfield 2800 

1422 Euclid Avenue—CHerry i-7256 

548 Free Press Building—WOodward 1-2745 
1709 West 8th Street—DUnkirk 3-1177 
1321 Arch Street—LOcust 7-4326 


ATlantic 1-8220 


is how Sweet’s can work for you 


You can order these catalog design, 
production or distribution services 
separately, or in any combination, 
as your needs require. 


catalog design_ Sweet's design de- 
partment is staffed by experienced consultants, 
technical copywriters, artists and draftsmen. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 
plan—consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy-—outline of content and format. 
finished dummy—complete content and for- 
mat specifications, ready for production. 


catalog production 3.o.se of 
the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of 
quantity production with no sacrifice of quality. 
Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, electrotypes, printing and binding. 


catalog distribution_.,..,. 


services are available for either of two types of 
catalog distribution—individual, or pre-filed—to 
selected organizations and individuals repre- 
senting the bulk of the buying power in the 
manufacturing or construction fields. 
individual distribution—by purchase of lists 
compiled by Sweet's, or by using Sweet's mail- 
ing facilities. 

pre-filed distribution—in bound, indexed 
collections (files) of manufacturers’ catalogs 
This method has the advantage of keeping cat- 
alogs instantly accessible at all times in pros- 
pective buyers’ offices. 


Pittsburgh 19—411 Seventh Avenue 


St. Louis 1—721 Olive Street—CHestnut 7388 


FREE. This booklet, 
**Market-Specialized 
Catalog Services,’ 
describes how Sweet’s 


services help manufac- 


Service 


turers improve the 
effectiveness of 
their catalogs. 











119 WEST 40TH STREET e NEW YORK 18, N. Y. 





Typical parts and sub-assemblies used in the Remington 
Rand Tabulator and Summary Card Punch shown at right. 


It takes a tabulator to add up materials 


engineering decisions at 


For the Remington Rand Tabulator and Summary Card Punch, materials engineering 
decisions dictated the use of: 
107 Irons and steels 24 Finishes and coating 
61 Nonferrous metals 18,000 Heat treating and tempering operations 
63 Nonmetallic materials 25,000 Finishing and cleaning operations 
28,202 Parts and forms 8,500 Fastening operations 





Before materials and materials-processing equipment can be purchased, materials engineer- 
ing decisions must be made. And new materials and new processing methods must be 
investigated continually to meet changing conditions and competition. 


Materials & Methods is published exclusively for over 19,000 materials engineering men— 
all paid subscribers—who specify materials and materials-processing methods in the hard 
goods manufacturing industries. 


Concentrate Your Advertising 
Where Materials Engineering Men 


Concentrate Their Attention... 


A REINHOLD PUBLICATION 
330 West 42nd St., New York 36, N. Y. 


Cleveland * Chicago * Dallas * Los Angeles 
San Francisco * Seattle 





IM readers attack and defend 
the ‘anonymous trio’ 


® THREE ANONYMOUS ADMEN who 
criticized industrial advertising 
practices in the April issue of IN- 
DUSTRIAL MARKETING stirred a fuss. 

Comments came in from advertis- 
ing managers, agency executives 
and business paper publishers and 
salesmen some criticizing the 
critics and others agreeing heartily 
with them. Several accepted IM’s 
offer of anonymity, presented in the 
April issue, and requested that the 
name be withheld. 

Following are comments . . and 
the names of the critics, except 
where anonymity was requested: 


Norman Frankel said 
Norman Frankel Advertising, Atlanta 
# Shame on you! 

Having just read your lead fea- 
ture, “An ad manager says. .” I say 
shame on you. 

Shame on you for baiting a poor 
ulcerated beat-down little man who 
finds his life so full of insecurity. 
Shame on you for running a story 
which entirely ignores the simple 
facts of life. 

Today’s advertising agencies, like 
other modern businesses, have be- 
come conversant with cost account- 
ing. Unless adequate income is 
forthcoming from an account to 
cover cost of service demanded and 
provide for a profit, no intelligently 
operated agency will handle it. 

After all, advertising agencies are 
not charitable institutions, and_ if 
your little man with the big ulcers 
were not afraid of his job and will- 
ing and able to pay for what he 
wanted, he might find an agency to 
be very helpful indeed. 

It takes important billing from an 
account these days for an agency to 
operate on commissions alone, and 


you could do your advertising man- 
ager author a service by explaining 
these facts to him. 

Yours for less bait and more in- 
formation. 


Harold Elfenbein said 
Advertising manager, Parker-Kalon Corp.. 
New York. 
® Your anonymous “anti-industrial 
advertising agency” author hasn't 
done right by our little Nell. Some- 
where in his unhappy past he went 
off on a tangent and warped his 
sense of values. He not only ex- 
pects too much of Nell . . he wants 
her to work for nothing! 

Perhaps he is too close to his 
work to see clearly his position. The 
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job of an _ industrial advertising 
manager, as I see it, is more one of 
liaison between one’s company and 
its agency, than trying to be a one- 
man band. The industrial advertis- 
ing manager's task is to coordinate 
the news, the technical and sales 
data about his product (or prod- 
ucts) with the combined skills, ex- 
perience and perspective offered by 
his agency in order to induce a cus- 
tomer to buy! 

Jacks-of-all-trades do not fare 
well in advertising; it is far too 
complex and diversified. Your au- 
thor admits this when he 
“Even an experienced industrial ad- 


says, 


vertising manager has his own lim- 
itations” . . yet he wants to run the 
continued on page 110 


Agency reaction: cancel our ads 


An industrial agency head said 


= After reading the anonymous 
article “An ad manager says” my 
answer to you is to notify your ad- 
vertising department to discontinue 
the very small space we run in IM. 

First: We don’t like people who 
won't sign their names when they 
sling mud. Secondly: We don’t 
like editors who permit stuff to be 
published that gives an unfair and 
untrue impression of anybody. 
Third: My agency and others, in- 
cluding Fuller & Smith & Ross for 
whom I personally worked for over 
five years, operate ethically and in 
the highest sense professionally. 
Our skill and experience on many 
industrial projects would put many 
advertising managers and _ sales 
managers to shame. Fourth: The 


inexperienced client or young ad 
manager may believe this article 
even though it is just one adver- 
tiser’s opinion. Running the story 
without trimming out the vicious 
parts or editorial comment on your 
part is unworthy of INDUSTRIAL 
MARKETING. 

While many good agencies know 
that fifteen percenters exist, there 
are many more agencies that earn 
and deserve far more than they get. 
My profession is advertising and I 
mean to keep it a profession. We 
won't take business or waste time 
with companies who think other- 
wise. Small time advertising op- 
erators who pose as agency men or 
specialists should be discouraged, 
but not at the price of insulting 
good agency professionals through 
loose talk and generalities 
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Hew Honeywell Controls help dive a submarine 
only 2 few seconds aftér the order is given! 
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Cover Story 


By Arthur W. Schultz 
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Diversity . . 


By Bruce Bradway 


advertise 
different 


® HOW CAN a company 


8,000 


and merchandise 

products effectively ‘ 
That's the that 
Minneapolis-Honeywell as a result 
To- 


day, because of some fast footwork 


problem vexed 


of its rapid postwar expansion 


and intensive long-range planning, 
company officials feel they have the 
answel 

Honeywell is a growth company 
Net sales in 1949 were $72,750,000 
In 1951, sales had increased by more 
, to $135,150,000 


keting headaches increased propor- 


than 85 The mar- 


tionately 
In reality, however, Honeywell's 


growth .. and growing pains . . date 


Honeywell’s problem: how to 


advertise 8,000 items at once 





How your children can earn better grades in school 
, with help from Honeywell Controls ' 
oe 


= i 


Honeywell 
u nf 








Prestige . . 


back to a sales objective adopted by 
the founders of the company more 
than 65 years ago. 

They set out to make Honeywell 
the leading manufacturer of instru- 
ments which would control, regu- 
late, measure, indicate and record. 

In the beginning, Honeywell con- 
centrated its efforts on making and 
selling thermostats to control home 
heating systems. However, the 
founders realized that the big po- 
tential for future growth lay in the 
industrial and other markets 

About the time of the first World 
War, industry began to accept and 
employ the concept of automatic 
controls 
that Honeywell has 


steadily expanded its line of prod- 


Since time, 





ucts. In many cases, smaller com- 
panies which had specialized in one 
or two types of controls have joined 
the Honeywell -family and helped 
the company round out its lines 

Thus, when the hectic postwar 
expansion phase had passed and 
company officials began to map out 
marketing strategy, here is the sit- 
uation they had to consider: 

1. Honeywell has a list of more 
than 8,000 separate products 

2. The company has 14 factories, 
located in Minneapolis, Wabash, 
Ind., Chicago, Toronto, Seattle, 
Philadelphia, Freeport, Ill., Los An- 
geles, and Blantyre, Scotland. 

3. Products are sold through eight 


divisions heating controls, com- 





“| put Honeywell delayed- opening oil 
valves on all my jobs—here’s why 


Honeywell ra ? 











Dealers. . 


mercial controls, industrial controls 
(formerly Brown Instrument), aero- 
nautical controls, control valves, 
Micro switch, appliance controls and 
Canadian. In addition, there are 
seven foreign subsidiaries. 

4. There are four advertising de- 
partments. Headquarters, with 50 
people, are located in Minneapolis 
The industrial controls division in 
Philadelphia has a market extension 
division (which embraces advertis- 
ing, sales promotion and publicity) 
with 30 people. Micro switch divi- 
sion in Chicago has a 13-man ad de- 
partment and the Canadian com- 
pany also handles its own advertis- 
ing. 

5. There are four agencies in the 


picture. Foote, Cone & Belding, 


Chicago, handles the heating con- 
trols, commercial controls, control 
valves, appliance controls, aeronau- 
tical controls and corporate cam- 
Aitkin-Kynett, Philadel- 


industrial controls 


paigns. 
phia, handles 
Hamilton Advertising Agency, Chi- 
cago, directs Micro switch promo- 
tion, and Ronalds Advertising 
Agency, Toronto, handles the Can- 
adian program. 

6. Minneapolis-Honeywell’s heat- 
ing control products are sold 
through 47,000 dealers . . about 10°, 
of whom also handle commercial 
controls . . and also are sold to 
heating equipment manufacturers 
who install Honeywell products as 


original equipment. 


Push-Button Promotion. . Trav 
7. The 
served by 7,900 wholesalers, about 
3,000 of whom do 80 or 85° of the 
heating controls business. 
8. Most of the company’s other 


dealer organization is 


products are purchased directly by 
the ultimate user industrial 
plants, builders, shipbuilders, air- 
plane manufacturers, etc 

Although the problems thus seem 
hopelessly complex, here is how 
Minneapolis - Honeywell untangled 
the knots and organized its adver- 
tising and merchandising strategy: 

First, Herbert D. Bissell, director 
of the merchandising, sales promo- 
tion and advertising department, 
decided that Honeywell should cap- 
italize on the very thing that ag- 


gravated its marketing problems. . 


product diversity. 

Working under Mr. Bissell, Honey- 
well advertising and merchandising 
executives, together with the agency 
officials, decided to consistently 
promote the theme that the com- 
pany is “first in controls.” 

Even though competitors in some 
cases top Honeywell in sales of par- 
ticular types of products, the com- 
pany felt that its product diversity 
and total sales entitle it to the title, 
“first in controls,” and that this idea 
should be echoed wherever possible. 

Next, since an important share of 
the new postwar Honeywell prod- 
ucts were marketed through the 
commercial division, the strategists 
decided that this fact should be ap- 


propriately dramatized. 

The result was a “Parade of Prog- 
ress” .. a traveling show consisting 
of 38 separate display panels which 
covered 125 feet of wall space. To 
transport the show, the company 
signed up a driver and a semi- 
trailer truck. In October, 1950, the 
elaborate road show rolled out of 
Minneapolis and it is still going, 
after playing one to three-day en- 
gagements in more than 100 USS. 
and Canadian cities 

Each display was packed in a 
packing case for shipping and 
mounted on the same case during 
each exhibition. The local sales- 
men invited all of their customers 
and prospects to the show wherever 
it appeared. Since they had to es- 


nued on page ) 
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1. The Potential. . ©: 
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Target plan bolsters sales control 


and pinpoints markets for Shakeproof 


By John S. Hawley 


® ONE OF THE REALLY BAD snares of 
market research is that companies 
of the same size in the same indus- 
try often differ widely in potential 
purchasing of your products. 

The only way to avoid the snare is 
to get detailed 
these individual companies that will 


information about 


show up the differences. Census 


material, directories and other gen- 
eral sources can give you valuable 
statistical information but not the 
detailed facts about specific com- 
panies. The big question is: how do 
you get these details at reasonable 
cost? 

One way 
Shakeproof's broad line of specialty 


a way we do it for 


fasteners . . is to use the sales staff. 
Many market research men feel that 
the salesman cannot be relied upon 
to develop this type of information 
and that the research man himself 
is the only one who can do it right. 
Sometimes this belief is justified. 
Many have suffered the frustrating 
experience of conducting a thorough 
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and valuable analysis, only to lose 
the anticipated benefits, which failed 
to materialize because of lack of in- 
terest by the line sales organization. 


Sales Fact Finders . . But for 
many projects, the salesmen can do 
the job . . if they get adequate help 
from the market research depart- 
ment and if the department always 
remembers, when evaluating results, 
that salesmen by virtue of their 
basic interest and experience in 
driving for orders are not generally 
“fact finders.” 

Despite the problems, using sales- 
men gives you a major advantage 
that I discovered early in my mar- 
keting efforts. You get the man 
who is going to use the research re- 
sults to participate in developing 
them. That wins him to accept the 
results and usually prods him into 
action. 

Other benefits to the research de- 
partment are considerable . . closer 
cooperation with the sales force, 
better understanding of sales view- 
points and problems and_ usually 
more projects than you have time to 
handle, to say nothing of the im- 
proved status of the research ac- 
tivity. 

With these benefits in mind, we 
developed at Shakeproof a market 
research “target program” centering 
on the salesman in the field. Early 
in 1951, it became evident that 
either a decline in consumer de- 
mand or the international situation 
would create a buyer’s market. So 
the target program was developed 
as a plan of sales control for locat- 
ing the market, selecting primary 
targets for sales efforts, and devel- 
oping effective sales strategy. 

Shakeproof's business is specialty 
fastenings . . our major lines in- 
clude tooth-type lock washers, pre- 
assembled lock washers and screws 
known as Sems, preassembled lock 
washers and nuts known as Keps, 
and thread-cutting screws. We also 
sell ten or 12 minor lines, and this 
breadth makes us unusual in the 
specialty fastener field. We sell di- 
rect with 30 salesmen working out 
of four district offices. 


Salesmen Keep Records. . With- 
out the target program, the Shake- 
proof salesman (if we trained him 
successfully) knew the types of in- 


tinued on page 127 
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Trucks for the Big Ones... | 


Door-to-door selling of heavy machinery 
succeeds for the DoAll Co. 


By Merle Kingman 


® ONE COMPANYS SALESMEN are 
ringing doorbells these days to dem- 
onstrate heavy industrial equipment 
with the ease of a Fuller brush man 

The company sends its salesmen 
out without appointments virtually 
to ring doorbells at plants and fac- 
tories and to demonstrate machinery 
weighing nearly two tons 

The DoAll Co., Des Plaines, IIL., 
machine tool manufacturer, owns 20 
special trucks and 36 automobile 
trailers which the salesmen use to 
product with 


carry their heavy 


them. Last year the company added 
50 station wagons and expanded the 
sales staff, which drives the vehi- 
cles to customers’ doors to demon- 
strate lighter-weight items in the 
selling line 

The philosophy of this sales tech- 
nique, which the company says is 
unique among machine tool makers 
is explained by Advertising Man- 


ager Clint Rosene, whose depart- 


46 /': lustria 


ment plans the demonstration units 
on all vehicles 

“We're pitchmen,” he said. “We 
believe that the only way to con- 
vince a buyer fully of what our ma- 
chines can do is to put the machine 
in front of him and make it work 
Let him see it, feel it, work it, watch 
it 

‘Our band saws cut everything 
from glass to pork chops. So when 
we take one of the materials the 
buyer has to cut in his manufactur- 
ing operations and cut it on our ma- 
chines, we can impress him far bet- 
ter than can any salesman working 
with a catalog and literature. 

“We know the works 


We've been doing it for 17 years 


method 


ever since the company sold its first 
band saw.” 

In that time the company has 
built itself from a small job shop 
large 


to an operation with two 


manufacturing plants and _ national 


distribution through 33 sales-serv- 
ice stores 

The salesman often calls without 
an appointment, but his call is sel- 
He finds prospective 
inquiries 


dom “cold.” 
buyers by checking (1) 
from business paper advertising, di- 
rect mail and industrial shows, (2) 
stories in the trade press about con- 
tracts let, (3) 
personally in the field, (4) classified 


leads he uncovers 


telephone directories, and (5) cham- 
ber of commerce lists 

He calls on the purchasing agent 
or another buying influence, starts 
talking about tool or machine needs, 
then interrupts the conversation 
early with a surprise question like: 
“Would you like to see this Con- 
tour-matic saw? It’s out on the 
truck. Tell me where to set-up and 
I can start demonstrating in 15 min- 


utes.” 


The Contour-matic weighs 3,850 





Trailers, Too . . |: 


were sola Om one {truck 


pounds. The unexpected offer takes 
dramatic effect on most plant execu- 
tives and production men the first 
time it’s made, since the machine 
obviously is no Fuller brush to be 
pulled out of a satchel. 

The salesman gets the executives, 
plant engineers or others interested 
to the truck and puts the machine 
through its paces . . showing opera- 
tion, and cutting any materials that 
the customer wants to test from his 
own manufacturing operations. Sides 
of the truck lower on hinges to form 
the floor of an observers’ platform, 
complete with railing. Some seven 
or eight observers can board a Do- 
All truck comfortably to watch 
demonstrations. 

When the salesman uses a trailer, 
which is hitched to his car, he lets 
the buyers stand alongside while he 
demonstrates. He commonly uses 
the trailer to carry a surface grind- 
er .. weight: 2,300 to 3,500 pounds 


Station Wagons ‘Sell’... © 


DoAIll is an old hand at this truck- 
and-trailer demonstration method 

. which was conceived by Chair- 
man of the Board Leighton Wilkie 

. and has been convinced about its 
effectiveness from the start. When 
the company sold its first contour 
sawing and filing machine in 1935, it 
was something new in industry. It 
was the first band saw that could 
cut and file metal with precision. 
To overcome incredulity and buying 
resistance, Mr. Wilkie found that 
demonstration of the machine’s cut- 
ting powers and of certain cost sav- 
ing factors was the one sales method 
that worked. His answer was a 
truck to get the ponderous machine 
to the customer’s doorstep. 

So the company started with one 
truck . . a moving van that held two 


machines and was cramped for 
space for the observing buyers (a 
difficulty overcome by today’s fold- 
ing platform). The first sale was 
to the Woodstock Typewriter Co., 
Woodstock, Ill. The company’s first 
David (now 
president of the New York sales- 
service store), 


salesman, Moreinis, 
called on company 
machines off the 
When a machine was sold, 


plants, selling 
truck. 
he wired for a new one, and waited 
for it to be shipped to whatever city 
he was in. In six months, 66 ma- 
chines were sold. 

In the following two years, 12 dif- 
ferent models were introduced, and 
the company began to expand its 
truck fleet. Since then, the com- 
pany has added plant facilities in 
Savage, Minn., and Des Plaines, IIL, 








and has built a distribution system 
of 39 company-owned distributors, 
or sales-service stores, throughout 
the nation and in Canada and Mex- 
ico 


DoAll 


machine and 


today leads in volume of 


band metal-cutting 
saw blades produced by the nation’s 
300) =machine _ tool 
Band 


basic major machine tools; 


manutacturers 


machines are one of seven 


the oth- 


ers are surface grinders, lathes, 


shapers, milling machines, planers 


and honing machines. The big lead- 


in machine tools generally, ac- 


and James W. Wilkie, president of 
the associate Company, Continental 
Machines, Inc 

The company built a plant in Des 
Plaines, Ill., in 1940 to make saw 
bands or blades, which formerly had 
been purchased for the company’s 
machines The DoAll Co. was 
formed to promote the saw bands 
through its own sales-service stores. 

Within two years, DoAll and its 
transformed into the 
com- 


stores were 


distribution system for the 
pany’s entire line of machine tools 


and related items. Today, this na- 





b CUTTING TOOLS 
TOOL STEEL 
GAGES 
SAW BANDS 
SUPPLIES 


EF THE COMPLETE DoALL LINE 
i RIGHT IN YOUR OWN rt ah 











IF YOU COULD SEE 
A DoALL 


surface grinding demonstration 


ware 
eoecoeec? 


nom 
oe 








Light. . 


several authoritative 


Warner & 


Cincinnati 


cording to 
Swasey 


Milling 


sources are 
Cleveland, and 
Machine Co 
Although DoAll sold its first band 
saw in 1935, the company was 
founded in 1912 by J. C. Wilkie un- 
der the name of Wilkie Machine 
Works, Winona, Minn., maker of 
river boat engines and repair shop 
for farm equipment. The company 
later expanded to tools and to die 
ind stamping operations, moved to 
Minneapolis and then to Savage, 
Minn., and 


Continental Machines. Inc., a name 


changed its name to 


the manufacturing plant at Savage 
When the founder died 


business went to his 


bears today 
in 1931, the 
three sons, including Leighton Wil- 
kie, who developed the company’s 
first band saw machine 

The other two sons are Robert J 


Wilkie, president of the DoAll Co 


Heavy.. * 


tional system of company-owned 
stores is unique in the machine tool 
industry; other manufacturers gen- 
erally sell through independent 
dealers 

The success of this reorganized 
distribution system, and its use of 
trucks and trailer fleets, is only the 
prelude to an even more unusual 
story how the company is re- 
vamping that system still further 
and using it to tackle one of the 


industry's major problems: — the 
business cycle 


The method is to 
DoAll machine tools through com- 


keep selling 
pany stores but to convert those 
stores into distributors of some 45 
other manufacturers of an addition- 
al, related line . . cutting tools. Rea- 
son: the business cycle for cutting 
tools doesn’t show the same sharp 


hills and valleys as the cycle for 


heavier machine tools. 

Management of every company in 
every industry combats the business 
cycle . . watches it, tries to predict 
it and plans production lines and 
sales activities accordingly. But no- 
where is the cycle felt more sensi- 
tively, or more acutely, than in the 
heavy machine tool industry. When 
the business climate changes, the 
industry is the first to rise and the 
first to fall. The fall, when it comes, 
is usually lower than for any other 
type of manufacturer. 

For that reason, department heads 
at DoAll were surprised when 
Chairman Leighton Wilkie informed 
them more than a year ago of the 
major new cutting tool program. 

Business was good and showed 
indications of continuing that way, 
or possibly getting better, so some 
department heads wondered if this 
wasn't a risk and a headache that 
might well be avoided. 

Some of the company’s business 
was (and still is) going directly to 
the government, and much of the 
remainder was selling to defense- 
related industries (the printing and 
clothing industries are currently 
DoAll’s non-defense-related 
customers). 

Machine tools are heavy industry 
. . big machines running in several 
models and priced as high as $50,- 
000. But cutting tools are the in- 
dustrial counterpart of chain store 
groceries. Countless small tools are 
manufactured in a variety of sizes 
and shapes, with prices running as 
low as 75c for a hacksaw blade. Big 
inventories are needed to give good 


only 


service. 

Wasn't the company getting in- 
volved in the kind of marketing 
problems that might not prove 
worth the effort? Management, 
which had sweated out its last slump 
in 1947-48 after industry’s retooling 
for reconversion, said no. Today 
Chairman Wilkie and his manage- 
ment staff show every promise of 
having been right. 


Sales Grow .. In the first year of 
the program, 15 stores sold $1,000,- 
000 in cutting tools. In the next 
year or two, Mr. Wilkie expects to 
have all 39 stores in the program 
and to be selling at least $2,500,000 
a year in cutting tools 

Each distributor-store stocks 


sontinued on page 118 





JULY ond SEPTEMBER 
MARINE ENGINEERING featuring 


the luxurious new superliner... offer 
greatest marine sales opportunity since 1940 





The S. S. United States —largest, most beautiful and luxurious superliner 
ever to slide down American shipways —is a creation to exhaust superla- 
JULY tives. From the moment this 2000-passenger ship was announced, marine 
Prevue men have been asking questions about her. 

Number To answer those questions. and to serve as a definitive record of her 
design, construction and engineering details as well as the hundreds of 
CLOSES products that went into her accomplishment — Marine Engineering and 
JUNE 5 Shipping Review will devote its September issue to the OFFICIAL 
documentary description, published under the auspices of owners, 
designers, —and builders. 


e As authoritative reference material, this issue will have unique and 
long-lived reader interest to make it especially valuable to advertisers. 


GrfeOTERBED For effective selling, and for prestige, here is the big opportunity for all 


who want more marine business. 
Official So big an event is the United States, that two numbers of Marine 
Documentary Engineering will feature her. A few days after she sails so proudly on 
Description her maiden voyage, the July issue will present a pre-vue which will give 
advertisers an additional tie-in. While every marine advertiser surely 
CLOSES should plan to use the September issue, you need the July issue too, for 
AUG. 5 most effective coverage. 


For more details about publication plans ard rates, write Marine 
Engineering and Shipping Review, 30 Church Street, New York 7. 





@ MARINE ENGINEERING aud Shipping Review 


Mp ey i 
(lp a simmons-boardman publication 








Do you wonder why management 


keeps you in dark? Here’s why 


By Cary H. Stevenson 


A top management executive of an indus 
trial company tells you why management 
sometimes seems to blow hot and cold on 
promotion plans .. shattering the nerves 
of his hard-working manager. Knowing the 


reasons why may cool your fevered brow. 





8 FOr SOME REASON management 
often acts as if the advertising man- 
ger and the sales manager cannot 
trusted with company secrets 
ynfided without question 

| department, the treasury 


and the production de- 


the basic 

and advertising 

cloud of opti- 

from all that 

ach day to cause worry 

rey hair Such things, man- 
nent believes would dull 


the in- 
lesman 


rational st ry ot the sa 
would remove the sparkle from 
advertising copy. Management 
alize to what extent the 
of the sales talk and the 
the advertising is damp- 


sparkle 


trustrating experience 


ened by the 


vy that seems 
min sand 
me cite several experiences ol! 
the type you commonly 
your management. Then 
to show that behind m: 
strange behavior in each of these 
experiences lies a sound explana- 
tion. If management had been wise 
enough to gi the explanation, it 
would have eased your d Sappoint- 
ment and frustration and would 
have assisted your planning 


Learning the types of 


explana 
tions possible may help you in your 


work until management learns to 


confide in you more fully. For ex- 
ample 

You go in to see the boss with a 
nice, cheap campaign cheap but 


good But M: 
you quite a talk about the need fo: 


Management gives 


increasing advertising outlay during 
times of high taxes and good busi- 
ness. He expounds on the idea of 
spreads with lots of color, using 
some of the upper class business 
magazines and building up prestige, 
which will carry over during the 
lean years ahead. You can really 
go to work on this 

You see 


the advertising profession 


visions of awards from 
You can 
see yourself looking very important 
to the space sellers You put to- 
gether a beautiful program beau- 
tiful because your heart is com- 
pletely in it 

The day to present the masterpiece 
to the boss arrives. On the way in, 
you pass a chap who looks vaguely 
familiar; he was going out the last 
time you went in. You find the boss 
looking a little haggard, but you 
know you have something that will 
cheer him up. It is just what he 
wants 

You lay out your program on his 
desk and then your heart sinks. You 
get that cold, complete-lack-of-in- 
terest look, and you sit and listen to 
a lecture on economy. “Who do you 
General Motors? 
Does it ever occur to the advertising 


think we are 

department that there is such a 
thing as being considerate of cost? 
Have you eve! thought of the blood 
and sweat and tears that have been 
shed by the sales department, pro- 
duction department, engineering de- 
partment, and management in par- 
make the 


ticular to amount of 


money that you blandly suggest 


spending?” You gather up your 
program and head for the nearest 
bar. You begin looking for the want 
ad page. This is more than a man 
can bear 


More Sales, Less Capital . . But 
let’s see what happened. That thin- 
faced chap you passed walking into 
the boss’s office each time is the 
On his first visit he had 
shown the president the latest profit 
statement, which showed a new 
high in sales, a new high in profits 


treasurer 


before taxes, and taxes that cut so 
deeply that the company obviously 
can spend more on expenses . . with 
the government picking up the 
check for most of it and so you 
got the green light. 

A few weeks later, the treasurer 
was again in the president's office, 
just ahead of you. He had just been 
talking to the bank, and the bank 
was very tough about extending the 
loan. Yes, business was good 
sure, sales and profits were high. 
But there is a fact which many busi- 
ness men overlook until it hits them 

. a fact with which the advertising 
man should be completely familiar. 
A rapid increase in business causes 
a terrific strain on working capital 
It is said that more companies go 
broke when business is good than 
when business is bad. If this is true, 
the reason is that it is hard to be 
cautious when business is good. But 
working capital which is ample for, 
say a $1,000,000-a-month business, 
is completely inadequate for a $2,- 
000,000-a-month business. You just 
run completely out of cash. 

For $2,000,000 worth of business, 
you must have a lot more equip- 
ment, and that means taking money 
out of working capital and putting 
it down below in fixed assets. Your 
inventories go up, your work in 
process goes up, your accounts re- 
ceivable go up, and your cash goes 
down. The bank will carry along 
for awhile, but as things continue to 
get better and you need more 
money, the banker gets nervous. 

Instead of giving you more credit, 
he would like to have you reduce 
your present loan. And so, when 
the advertising department walks in 
with that big advertising campaign, 
completely lost. You 
Now, of course, 


you are 
haven't a chance 
the boss could sit down and discuss 





FOUNDRIES FIT INTO NO OTHER MARKET 


Foundrymen speak a “language of their own’’ and those who sell 
successfully to foundries learned a long time ago to recognize them 
as an individual market—bound together by common practices and 
common problems found in no other industry. 


An independent sales effort directed to foundries will pay dividends 
...this mass production industry is spending over one million 
dollars every hour for materials and supplies—and two mil- 
lion dollars every week in capital investments. 

To meet the demand for castings, America’s foundries last year topped 
every previous production record... including peak war years! 
To make sure your story gets across to foundrymen, tell itin FOUNDRY. 
With its 45,000 readers, FOUNDRY gives you blanket coverage of 
the foundries that have 947 of the industry's melting capacity. 


DO YOU HAVE THESE 


MARKETING AIDS? 
e Marketing Guide, ‘How To Sell 


the Foundry Market."’ Avail- 
able free. 


e Data File, ‘Sizing up the Foundry : 
Market.” Available free. It's Time to Sell to Foundrymen 


e Penton’s Foundry Directory. Cost 


$75.00. WHEREVER METALS | 


and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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Reaching every foundry employing over 50... 





CHEMICAL PROCESSING 
gives more hand-picked 
undiluted Circe 


in chemical processing plant 


than any other magazing 


-Meet 
Mr. H. T. SPANNUTH 


dissstant Director 
Research & Technical Div’s. 
Wilson & Company 


Chicago, Illinois 


"M 
L ost technical publications make it necessary for me to 


chase down two or three sources of information in order to 


get additional data on a particular subject. 
“But CHEMICAL PROCESSING $ swmmarizes the facts and then 
furnishes me with additional data, if | want it, by means of its 


handy Readers’ Service slip.”’ 


H. T. SPANNUTH, Ass‘. Director 
Research & Technical Div’s. 
Wilson & Company 

Chicago, Illinois 


Published by PUTMAN PUBLISHING CO. 


ill East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magazines 

Read by the ke ymenu ho . « terse, vitel editorial; “hand-picked” cir- 
. bas . culation; squore, high-visibility formet; quelity 

direct chemical processing operations seoderthip, hence mere READER ACTION 





FOOD PROCESSING 
gives more hand-picked, 
undiluted circulation 
in food plants 


than any other magazine 


Meet 

Mr. R. E. BUCK 
Head, Process & Products 
Researc/ Lab vator) 


H. J. Heinz Company 


Pittsburgh, Pa. 


a 

note many items of interest in FOOD PROCESSING. Those 
which interest me most relate to instruments and testing equip- 
ment. ...However, I also find much of interest concerning proc- 


essing methods and materials, and processing equipment.”’ 


OPO Bick 


R. E. BUCK 

Head, Process & Produ 
Research Laboratory 

H. J. Heinz Company 
Pittsburgh, Pa 


Published by PUTMAN PUBLISHING CO. 


Lil East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magazines 

. terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quolity 
readership; hence more READER ACTION 


Read by the key men who 


direct food processing operations 


Published in Chicago FOOD CAPITAL OF THE WORLD 
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features with 
optimist several weeks 
i pinching the penni 
but he doesn't war 
He certainly doesn 
get around that the com 
is in financial difficulties, and 
o he indicates that you are 
hump 
That is just an example; there are 
nany others. The sales department 
the purchasing department 
hop, the cost department, the eng 
eering department, the legal 
vartment, the service departme 
ind inventory control can all thr 
a wrench into your machinery. They 
all pass their problems along to “M: 
President,” and he switches his 
thoughts on advertising as the 
veathervane shifts its direction. The 
eception you get in the big office 
lepends a great deal on who walks 
it when you walk in 
Let's take another example Man- 


yvement is all excited about a new 


road scrape! The 


company has 
placed three out on trial, and re 
come back in glowing terms 
a suggestion from the boss 
gather up the photographs and 
letters of commendation from 
customers, build up a great ad 
lion's den you e 
vas ahead of you 


losed to the preside 


mn the new 

ch out of line 
department 
vasted mater 


but nevertheles 


You’re a Bum... ©): 
lawye! ts in ahead 
competito! 
macht 
ster a le tte 
re iniringing 
We ll may be 
but you have to hold every 
thing until the legal investig 
made, and, of course, 
can't tell you that they ar 
ing upon patents, so they 
you you're a bum 
So you switch to one 
machines that ha been doing 
right a ditch digger 
on the market a long 
have no patent tro ibles 


you know your costs 


84 / Indust Marketing 


Triple Play. . 





about your troubles with the beauty 


of your new copy and layout 

You visualize a great triumph. As 
you wait your turn outside the 
boss’s office, a man from the re- 
search and development department 
He has just 
announced to the president the re- 


comes out as you go In 


sults of a wonderful development 
job that makes the old ditch digget 
»bsolete The new one is going to 
make $1,000,000 for the company 
and 1,000,000 headaches for you 
Now of course, they 


tell you about this new development 


don’t dare 


because they have a lot of parts for 
the old machine and they have to 
et those cleaned out of inventory 
Besides, they don’t want to have the 
sales department lying down on this 
1 y the year or more re- 

t the machine on the 

ides, the new machine 

ight not be too good (the research 


department has made mistakes be- 


fore), but it’s foolish to do a lot of 
publicity on a product that’s soon 


| , 
to be obsolete 


The Boss Can't Tell You . . And 
so you hop to the big tractor shovel 
and put in a lot of work on that, 
only to find that the service depart- 
ment has been having a hell of a 
ne with the gears since they had 
shift from nickel steels to man- 
anese steels because of government 
restrictions And, of course, it is 


obvious the boss can’t tell you that 


the good old type “CG-9” tractor 
shovel is giving a lot of trouble; you 
might go out and tell the customers 

The purchasing department, espe- 
cially these days, has its effect on 
what products should be promoted 
in advertising because purchasing’s 
job is to determine the availability 
of materials. If, for example, a cer- 
tain machine unusually 
large amounts of nickel type stain- 


requires 


less steel, the purchasing agent 
would insist that such equipment be 
soft-pedalled 

The shop may complain if you 
emphasize products requiring a lot 
of welding. The welding department 
is overloaded. And if the shop is 
way behind in all departments, as 
many are these days, they will ex- 
pect you to shift from aggressive 
selling to prestige advertising 

The engineering department, if 
slack, will want you to talk about 
the type of equipment requiring the 
most engineering 3ut in days like 
these, they want you to sell stand- 
ird equipment 

If inventory control miscalculates 
the requirements on a certain ex- 
pensive part used only on one type 
f machine, they will want you to 
g0 out for some orders to use up 
these parts The boss, whose big- 
gest headache when working capital 
gets low is holding down inventory, 
will also be interested 

But let’s get back to that happie1 
subject where the boss is wrong 
He certainly can be wrong in many 
ways when he dips into the adver- 
tising, but his worst and most in- 
excusable fault is that he doesn't 
keep you up-to-date on the finan- 
cial, legal, tax, research, develop- 
ment, sales and service conditions of 
the organization Someday he'll 
realize his mistake and he'll begin 
to discuss these subjects with you 
I hope, at that time, you will find 
yourself able to discuss these intri- 
cate problems with him intelligently 
and constructively. In the mean- 
time, you can help yourself a lot by 
digging this information out through 
various devious means, by bringing 
it into the discussion and by point- 
ing out to him how advertising can 
assist in some of his problems 
You'll find that this third dimension 
will make a fascinating profession 
even more fascinating and less frus- 


rating 





s V5 Coverage of the 


OIL PRODUCING Market 
A Good Advertising Buy? 


Yes, you get that kind of coverage with 
World Oil advertising. Here is select reader- 
ship among men who buy. 


World Oil reaches the largest group of known pur- 
chasers of oil field equipment—93% of the men who 
buy or specify 98° of all oil producing equipment. 
Here your sales message influences the largest avail- 
able paid subscriber coverage of men directly and 
exclusively engaged in oil producing—over 15,000 


ABC. 


Here’s Why You Can Recommend the 
Use of World Oil with Complete 
Confidence: 


@ Superior editorial job merits high readership. 


@ World Oil puts heavy emphasis on job help 
articles. It’s the idea magazine of the oil produc- 
ing industry 


First to sectionalize reading content—an orderly 
presentation that results in greate1 readership of 
editorial and advertising. 


Monthly frequency fits oil producing men’s 
reading habits. World Oil is kept, referred to, 
remembered. 


@ Year-round, every issue coverage possible with 

14-time schedule : Ww. e ABOVE RIG FLOOR SCENE shows drilling 
crew lowering pipe into hole. Comple- 
tion of just one oil well requires thou- 
sands of dollars worth of equipment. 


BUYERS are WORLD OIL Readers 


“Read Regularly” by most men-who-buy in the oil ay f 
producing industry, World Oil offers 9307 coverage of a oe 
men who authorize 98¢¢ of oil producing industry pur- wie. j SEND NOW se) 


chases. Ask our nearest representative to show you 
who these proven buyers are. 
F your copy of Billion ~ 
Dollar World Oil Market 
Authentic, illustrated . 
brochure gives valuable r 


data on where, how and 
: who to sell in for flung 
OFFICES: @ Houston (6). 33 juffalo Drive, LE-3141 @ New York (1 250) Park Avenue oil producing industry 
El Dorado 5-4012 @ Chicago 332. S. Michigan Avenue, Wabash 2-9330 @ Cleveland Write our Reader Service 
‘ Main | 1) @ Tulsa (3). Hunt Building. 3-1844 @ Los Angeles Department—today 
Huntington Park. Jefferson 1219 


4 GULF PUBLISHING COMPANY 


THE WORLD'S LARGEST OIL INDUSTRY PUBLISHERS 
vnuehiplldi WORLD OIL © PETROLEUM REFINER ® COMPOSITE CATALOG © REFINERY CATALOG 


/ss 
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Shortages easing, backlogs shrink, 
selling need grows, executives assert 


A year or so ago, most industrial producers felt that their products would be in short 
supply or even on allocation. To learn what changes have appeared in the picture, In 


dustrial Marketing went to top executives and asked them these questions: 


How does this situation look to you now. for the remainder of this year? Are you going 
to be able to fill orders? It your backlog bigger or smaller than it was a year ago? Are 


there indications that hard selling may be needed right now? Here are the answers. 


management 





the veal ubject to our steel pro- 
cing capacity and the copper al- 
ations we receive Our backlog 
orders at the present time is 


smaller than it was a year ago 
We feel definitely that hard com- 


petitive selling 


is needed right now 
inv of our commodities and we 
are prepared to participate vigor- 


We be- 


are entering into one ol 


® AT THE PRESENT time all of the 


na buyer's market 


products that we manufacture are 


under allocation. However, the only 


products we make that are in short sist oe oe ipapaeraaeien 
supply are our wire products { Burrs ASI at ery 
ricated from copper 

We believe that there 

change 

gram during 
At the san 
not see much Elmer T. Carlson 
of products we 
should continue 
government control 

Unless our product 
by a steel strike o 
doubt 


anticipate that \ be abl THERE SEEMS 


fill all orders for the balance a change ft i rs to 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


buyer's market has taken place in 
our branch of the electrical manu- 
facturing industry and will hold as 
such for the foreseeable future 

Backlogs are tending downward 
Productive capacity and materials 
availability will very likely continue 
adequate to meet sales 

We anticipate a period of inven- 
tory adjustment and then a more 
normal flow of goods from factories 
to consumers 

This situation points up to us an 
urgent need of bringing into effec- 
tive play all the techniques of mar- 
keting to re-stimulate buying that 
has been dulled by material scarcity 
and government regulations 


® ON THE WHOLE we do not antici- 
pate any difficulties with deliveries 
for the balance of the year as raw 
materials have become increasingly 
available 

In most of the products we man- 
ufacture the dealer and jobber pipe- 
lines are fairly well filled, and in 
most products we have been able 
to strengthen our inventories of fin- 
ished goods which enables us to give 
better service. 

We have had a rather favorable 
ise in orders and our backlog sit- 





How to Do a Good Sales Job 
In the Oil REFINING Industry 


Invest your advertising dollars where 
they will do the best sales job... in a 
specialized monthly magazine that’s read 
by the refining men who buy. 


Petroleum Refiner’s impact is greater, be- 
cause this magazine does the best editorial 
job in the billion-dollar-a-year oil refining 
industry ... and here’s why: 


First publication to be devoted entirely to the 
refining industry, providing a specialized editorial 
service that has grown in scope and stature for 31 
years. 


Adequate experience, know-how and_ financial 
stability assure a thoroughly capable and informed 
editorial staff. 


Long established top position in the industry 
usually gives this magazine first call on articles by 
refining authorities. 


Regularly carrics more  engineering-operating 
editorial material per issue on refining, natural 
gasoline and petrochemical than any other oil 
publication, 





EDITORIAL EXCELLENCE 
MEANS THIS TO YOU: 


@ Today more men in the refining industry pay 
to read Petroleum Refiner than any other oil 
paper. This is ABC circulation. 


@ Petroleum Refiner has paid — subscriptions 
among key men in companies accounting for ERECTION OF A DISTILLATION TOWER, 
Ask . shown here, is typical of the many 
construction activities found in major 
refineries. New facilities are being 
buyers are. added constantly to service expand- 
ae ‘ - ing markets. Most refinery equip- 
@ Over 30% of Petroleum Refiner’s 9,600 sub- ment needs replacement every five 
scribers read it exclusively—cannot be reached . years. 
through any other oil paper. 


more than 98 of all refining operations. 
our nearest representative to show you who these 


@ Yes, editorial excellence gets readership . 
means that Petroleum Refiner is your top adver- : 
tising buy for reaching this billion-dollar-a-year — rae 125nT arienel copy. of 
+s . " e etroleum efiner 
refining industry market! Market. This illustrated bro 
chure gives latest sales data 
on where. how and who to 
sell in the refining, natural 
OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New York (1 2500 Park Avenue poses ts Foon pot 
. 2 n str al eo if ervic 
El Dorado 5-4012 @ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland Sesatneat—tdar . 
410), 1010 Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ Los Angeles, 
W. W. Wilson Building, Huntington Park, Jefferson 1219 


4 GULF PUBLISHING COMPANY 


THE WORLD'S LARGEST OIL INDUSTRY PUBLISHERS 
Sis, WORLD OIL © PETROLEUM REFINER © COMPOSITE CATALOG © REFINERY CATALOG 
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A phe iylatheh 


(His business paper . . . of course) 


As “service center” 


Can these booklets help you ? 


for business paper advertisers, ABP has a lot of 


material available to help you improve the performance of your business 
advertising and step up the returns on your ad-investment. Here are 
four important booklets 


two brand new and two profit-pointing 


perennials packed with helpful data. Write for copies, check below, 


to order 


NEW: Yardsticks For Industrial Advertising 


booklet iStrating the winning 


Con 


business ad tech 


ABP ial Industrial Advertising 
1 t successtul 

dlines, illustrations, color, 
results in ind 


A “must 
SEND ME 


rial, professional 
for every business 


COPIES 


NEW: How To Get Merchandising Ad Results 
The winning advertisem 


ents in ABP’s 1952 Merchandising 
Adve 


new set of top performers full 
that make merchandising 
no igh copies for top- 


distribution 


SEND Mt COPIES 


as many 


as you need 


Advertising in Today’s Economy 


A re-issue brought up to date of outstanding 
wartime advertisements planned to meet specific object- 
Ives full of ideas on how to make business advertising 


work harder to gain both today’s and tomorrow's ob- 
special conditions of 


SEND ME 


jectives—under the a partially 


COPIES 


mobilized economy 


Paid Circulation... What's It To You ? 


A straightforward report on a much discussed question 
that will help you to appraise more clearly the plus 
values, for advertisers, in publications paid for by their 
ABC 
in media decisions 


SEND ME 


readers and circulations audited by 


to everyone with 


Important 
a Say 


COPIES 





"THE MAN WHO SHOOTS PAR in business these 
days follows through on his business reading. He has to—to drive straight for 
the long green... . to get product and production facts fast .. . or keep a sensitive 
finger on market and sales trends. The Best Informed Men in every Field really 
read their business papers .. . for how-to... and when-and-what-to-buy. 

Fact is, most of the men who read the business press have buying on 
their minds. Four surveys* made by the careful researchers of the ARF indicate 
that almost 8 out of 10 business paper readers specify or buy. And of these, 8 out 
of 10 buy by brand. They don’t buy buttons from Mr. Jones . . . but Jones 
Buttons. Not anonymous chemicals or carpets or cosmetics . . . but brand 
names they know 

Of course, the business man reads the business press with a buying eye... 
and reads it thoroughly. Where else can he get the specific facts he needs to 
tackle the problems of his own particular job in markets made rough by tough 
competition . . . changing regulations . . . and often a startling rate-of-progress 
in product and material improvements? In his business paper, the editorial 
pages prime him with ideas . . . start him planning . . . tell him how . . . send 
him to the advertising pages to find the products, materials and services he 
needs. To be thoroughly posted, he reads both! 

That’s why the business press alone can muster so much concentrated 
buying power in such compact and keenly interested audiences. This is the 
distinctive function of the business press. No other medium can do this job so 
well. It’s the major reason why you can sell more of any product . . . at lower 
cost... when you sell in the business press first—to the Best Informed Men 





in your Field. 


*ARF’s “Continuing Study of Business Papers” is sponsored by ABP. Write 
for a showing of the ABP film, “ Research Looks at Business Paper Readership.” 


Behind the increasing investment of advertisers in the business press is the increasing need 
to do a bigger selling and marketing job. In 1952, according to best estimates, 

advertisers will spend around $300,000,000 in business papers... very close to the total 
spent in all consumer weekly magazines . . . far more than in all women’s, or general 

or farin magazines. This big ad investment works right along with the editorial pages, to 
develop today’s and tomorrow's markets at the business level. It's a big job... and 

you'll find it’s a job especially well done in the ABP papers that pace practically every field. 
They're all paid-circulation, ABC-audited papers . . . all working in concert, to keep 
improving both the editorial and advertising effectiveness of the business press. 

Always look for the ABP-ABC symbols when you build your list. 





THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1916 
205 East 42nd Street, New York 17, N. Y. * MUrray Hill 6-4980 





Rohlen 
Sprague Watts 
What to Do... about making progress as an industrial adver 
tising manager was discussed by a group of industrial top manage 
ment executives at an informal round table arranged by Industrial 


Marketing in Chicago. 


Agreeing to be identified but not to be quoted by name, they 
included W. F. Crawford, president, Edward Valves; John T. Gos 


: ) 


> 
ws ww 

Gossett Marsteller 

Crawford Phillips 


sett, president, Central Scientific Co.; Stuart G. Phillips, treasurer. 
Dole Valve Co.; K. V. Rohlen, vice-president, Crane Packing Co.; 
P. A. Sprague, Jr., executive vice-president, Hays Corp.; Paul Watts, 
vice-president, Skilsaw, Inc.; H. Ferris White, partner, Booz, Allen 
& Hamilton; and William A. Marsteller, president, Marsteller Co. 
This is the second in a series of such round table discussions that 


will be reported monthly. 


By William A. Marsteller 


@ I WAS SURPRISED at the wide vari- pattern for 


ety of opinions and the di and not always 


Sagree- 


ment among seven top executives 


questions 


whom I asked to speak How can I, the 


up on sey 


eral questions vital to industrial ad 


agel 
vertising managers 

These executives got together for in 
lunch at my invitation and we spent responsibility 
half 


trated, and at 


two and a hours of concen- vertising 


dis- 


times animat 


cussion of these questions ex operation of a 


changing ideas, trying to find s . T purpose 
that 


would set a commor ot this 


answers 
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the advertising manager 


finding 


advertising man- 
best progress In my company” 
How can I help raise 
ig department to a position o 
How 
department 
greatest contribution to the 


company”? 


attack 


group of top executives was to form 
some sort of guide for the industrial 
advertising manager in working for 
the future. If such a guide were 
possible, these executives certainly 
All were men 


1 them. The 


the could formulate one. 
with broad executive responsibili- 

were once industrial 
men. Several 
salesmen. I had promised not to 
quote them directly, so they talked 


advertis- 
top 
Several 


ad- ties. 


the 


can the 


make advertising were 


over-all 


freely 


The 


these questions 


on them by a executives disagreed 





many points, but that very dis- 
agreement is something for the ad- 
vertising manager to remember. 
The executives offered no blanket 
formula for success. As a matter 
of fact, they took a dim view of 
trying to distill a code for success, 
for if there was one thing on which 
they did agree it was that the busi- 
ness philosophy of the individual 
company, its product, its industry 
pattern, and most important, the 
individual advertising manager, de- 
termine a different answer in each 
company. 

Generally, they agreed, the man 
makes the job. One said he'd never 
seen an organization chart that 
wasn't a compromise between the 
logic of business management and 
the limitations of individual abil- 


ities. 


Ad Man or Company Man?.. 
Generally, too, they want an ad- 
vertising manager who is more than 


the name implies. The most suc- 
cessful advertising managers, they 
said, were those who viewed the 
business as a whole . . those who 
took the time to learn the basic 
economic structure of their busi- 
ness. 

But when it came to the advertis- 
ing manager's route of progress, 
agreement ended. Several felt 
strongly that the advertising man- 
ager should progress vertically 
to higher jobs in sales or general 
management in his company. Others 
felt that the only realistic progress 
for a good industrial advertising 
man is_ horizontal to another 
company with a larger budget, to 
an agency, or to an organization in 
which advertising is more important 
and hence carries a higher price tag. 

Said one of the first group: 

“I’m tired of the men who come 
to an industrial advertising depart- 
ment for experience before going 
into an agency. I’m out of patience 
with advertising men who are more 
interested in techniques than in the 
total sales problem. I believe that 
for our company, the best advertis- 
ing man is a sales engineer who 
learns some advertising. 

“It is easier for us to teach a man 
the fundamentals of advertising 
than it is to teach him the economics 
of our business. I want a man who 
expects to stay with us . . a man 


who is interested in our company 
first, and advertising second, not 
vice versa. I might say that I feel 
that way about other departments, 
too.” 

But, says another, in his opinion 
the really good advertising man is 
always an advertising man, even if 
he is made president. “I think,” 
he went on, “that advertising can 
well be an end objective. There is 
no reason why an advertising man- 
ager can’t find life-long happiness, 
prestige and adequate income in 
that job, the same as a chief engi- 
neer, or a manager of labor rela- 
tions, or any other department head. 
If his best talent is creative ability 
in advertising, I think that he should 
stay on the job and that manage- 
ment will get better advertising and 
be able to pay for it.” 


Four Guideposts . . Those repre- 
sent the extremes of opinion, per- 
haps, and as the conversation went 
along, both were modified to some 
extent, for both groups seemed 
pretty well agreed that: 


1. Advertising must mesh with 
the total sales department, and the 
advertising department belongs un- 
der sales. 


2. The only satisfactory adver- 
tising manager is one who under- 
stands the limitations of advertis- 
ing as clearly as he does its power. 


3. The advertising manager must 
believe in advertising. Several felt 
that the reason so much time is 
spent “selling” advertising is be- 
cause the advertising manager 
sometimes isn’t as sold on it him- 
self, as is his management. 


4. A good advertising manager 
never forgets that the objective is 
to move goods, not meet deadlines. 


Another point of general agree- 
ment: it’s baloney for advertising 
men to say that no one appreciates 
them. Those who are good are ap- 
preciated. Those who are medi- 
ocre, are not the same as ac- 
countants, engineers, chemists, or 
salesmen. 

Further, when talk got around to 
how the advertising department gets 
its story heard by top management, 


the panel put a good deal of the 
responsibility on the advertising 
men themselves. 

“If an advertising manager meets 
management resistance,” said one, 
“he either doesn’t understand the 
company philosophy, the current 
business situation, his company’s 
sales plan, or he doesn’t know much 
about promotion and selling.” 

If advertising men are truly ex- 
pert at selling, they ought to have 
an inside track over other depart- 
ments in getting management's ears 
and eyes, the group felt. In other 
words, to get to management, prac- 
tice the business of advertising and 
selling. 


Profit and Loss . . One executive 
believed that advertising men fail 
to learn the language of manage- 
ment. 

“Management, in the final analy- 
sis, deals with money,” he said. 
“Advertising men should under- 
stand that necessarily the manage- 
ment of a company looks at it 
through a balance sheet and a profit 
and loss statement. Management 
wants to relate advertising to t’ 
statement.” 

Not all of the group believed that 
advertising should become a part 
of top management in all companies. 
But several did believe that it 
should, even when under sales, or 
under a marketing department head. 
Several others felt that in small 
industrial companies, an advertising 
manager is not always justified. 
His importance in a given company, 
they believe, depends entirely upon 
the product and the direct and 
provable sales results advertising 
can produce. 

One executive emphasized that 
the advertising manager, once he 
has achieved professional compe- 
tence as an advertising man, must 
learn to present his offerings to 
management dramatically using 
every skill of his communications 
training. 

“He must win friends and influ- 
ence people in the broadest mean- 
ing of the cliche,” the executive ob- 
served. “He must be admittedly 
good, and with what subtlety he 
can muster he must make known 
his accomplishments to those with 
authority to reward him. This last 
is the only really difficult part, and 
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Design engineers need a continual 
flow of information—need to be re- 
minded of what your product can do 
for them. Help relieve them of their 
specification headaches and _they’ll 
reciprocate with volume business for you. 


Things happen when they see it in 


(MACHINE DESIGN 





The new 500-type telephe 
dreds of electri 
which the Desig 
the specification 
and finishes. Phot 


Laboratories 


More thon 400 separate parts, components, moterials and 
finishes ore used in the 500-type telephone set. A few of 


them ore 


Coils Felt Ports Springs 

Screw Machine Parts Rubber Ports Wiring Devices 
Electrical Contacts Plastic Parts Terminal Blocks 
Bearings Capacitors Stompings 
Name Plates Fasteners Magnets 
Armotures Grommets Magnet Wire 


Meta! Bose Die Castings 
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A Penton Publication, Penton Building 
Cleveland 13, Ohio 


The book 70,000 design engineers read 
regularly for help in the selection and 
specification of parts, materials, com- 
ponents and finishes. More of these key 
men read MACHINE DESIGN than any 
other design publication... it’s one rea- 
son why you get a better return on your 
advertising investment than with any 
other publication serving the Design-- 
Engineering Market. 





attracted 


more readers? 





Factories or Elephants? 


®IN ONE AD Koppers Co., Pitts- 
burgh, used a picture of a ware- 
house on which Koppers protective 
coatings had been used and a head- 
line calling attention to this case 
history In another ad, Koppers 
used a dramatic, unrelated picture 
of an elephant 

The ads appeared in similar posi- 
tions in different issues of Factory 
Management & Maintenance. One 
ad attracted nearly twice as many 
casual readers and three times as 
many who read most of the copy 
Which ad scored higher? For the 


answer, see page 116 


After making competitive tests... this company selected 


KOPPERS PROTECTIVE COATINGS 


sete gs prerate op te B tamer the fiw Mucnnen of 
pont coatings 


Betas temas 


i 
oppers BITUMASTI( prorective coarines 
_v 


| el SOLD THROUGH INDUSTRIAL DISTRIBUT 


KOPPERS COMPANY, INC., Tor Products Division, Dept, 1253-1. Pittsburgh 19, Po. 
TV seue en ane wOCOwaRD As 


DANTE? OFPCEE POSTON CLASS (OS ANORED MEW TORE 


You can’t stop an elephant with a sling shot Fr. > 


be . % Z 


am 


You can't stop corrosion with ordinary paints... 


it takes BITUMASTIC COATINGS! =. 


CORROSION 


SEND FOR SET OF FRET BOOKLETS 


KOPPERS COMPANY. INC. 


CES BOSTON, CHICAGO 


Ter Preducts Division, Dept 153-7. Pittsburgh 19, Pa. 
OS ance ‘i rsbue AND Ww 





SINCE 1940 YOUR 

MARKET HAS MORE THAN 
DOUBLED IN 
METALWORKING HOUSTON! 








=| TODAY... 
IN 1940... ‘ 28,840 workers are 


Houston, Texas, employed in 308 metal- 

boasted 146 metalwork- working plants—over twice as 

ing plants employing 18,034 . many as 1940, And nearly $400 

workers and produced about f millions in metal products are being 
$60,000,000 in metalworking products. manufactured in Houston today! 


bie 08 In Erie, Cleveland, Detroit, Schenectady . . . throughout 
Similar growth Metalworking America... the same tremendous growth has 
taken place during the past decade! The number of plants 
throughout the has doubled or more. Twice as many workers are employed 
by Metalworking today. And the sales potential in your 
* metalworking market has jumped from $40 billions in 1940 
Metalworking Industry to over sca ilines today. When a market's growing like 
Metalworking, you need an advertising medium that’s 
means tremendous sales growing with it, to keep ahead of competition! Ask the man 
~~ from STEEL to show you how STEEL matches its circulation 


opportunities for you! to the dynamic growth of the Metalworking industry. 
STEEL + Penton Building +» Cleveland 13, Ohio 





STEEL Keeps Growing 


PAs Metalworking Grows 





ne Closely matching the growth of Metal- 


working, STEEL has more than doubled 
its circulation since 1940! 


: who manage, operate and buy for the Metalworking industry 





How a Sales manager can double his effectiveness 


And strengthen a depleted sales force 


less time vou spend digging tor the 
ou need to direct vour sales program 
re time vou can devote to the crea 


\¢ end ot Vou job 


With this basic principlh Clearly in mind 
Remington Rand has pre pared a 30-minute 
full-color film Sales 


which shows proved methods that 


Dynami Vana 
mient 
keep sales managers in full control of thei 
men, their markets, and their programs 
even in today’s changing times. The film 
shows time-saving wavs to get the current 
fact-power vou need to control effectively 


all phases of vour sales activities 


* Dedicated to the National Sales Executives 


Management Controls Reference Library 
Room 1120, 315 Fourth Ave., New York 10 


i tree show 


Name 
Firm 
Address 

City 


Be sure vou see “Dynamic Sales Manage- 
ment? when its shown at vour local Sales 
Executives Club. [t's interesting ; it’s 
it will 


amusing it tulkks vour language . 


give vou helpful ideas. To arrange for 
individual or group showing, use the cou- 


pon at left. below, today 


Meanwhile. for a booklet which shows in 
clear detail how to apply productive, timely 
sales control to vow present system, mail 


the coupon at right, below, today. 


Hemington. Frand 


Management Controls Reference Library 
Room 1120, 315 Fourth Ave., New York 10 


Yes. Fd like to have a copy of vour Sales 
Control Booklet KID-524 


Name 
Firm 
Address 


City Zone State 





employe communications 


public relations 


Six techniques 
help you plan 


® IF YOUR PLANT is going to hold an 
open house this summer, you should 
be in the advanced stage of your 
preparations right now. If your 
preparations aren't that far along, 
you may have a headache in your 
future. 

But early or late in your plans, 
you can be helped by reviewing the 
experiences of Smith, Kline & 
French, Philadelphia pharmaceuti- 
cals manufacturer. It isn’t too late 
to take a cue from what the com- 
pany did, and then go and do like- 
wise. 

Smith, Kline & French is no new 
hand at open houses. Its first was 
held in 1949 when the company’s 


by Robert Newcomb 


and Marg Sammons 


new building was officially opened, 
and many employes and their fam- 
ilies turned out. Over the short pe- 
riod of a couple of years, expansion 
occurred. Business increased and 
this required adding a wing to the 
building. New personnel was hired. 

In roughly two years 400 new 
people had been added to the pay- 
roll, and these had not been present, 
of course, at the initial open house. 
It seemed to company officials that 
it might be a good idea to stage an- 
other welcoming party, to let em- 
ployes . . old and new alike . . see 
the additions to company property. 

As the preparations went forward, 
it occurred to William L. Grala, Jr., 
the enterprising editor of “Cadu- 
ceus,” the employe magazine, that 
a lot of people would see a lot of 
things concerned with pharmaceuti- 
cals, but that they might not be able 
to retain too much of what they saw 
The complexity of drug research 
and production is such that the 
average guest, invited to describe 
what he had seen on his tour of the 
building, might not come up with 
the ready answers. 

The result was a special issue of 
“Caduceus,” a fat and informative 
number that gave guests something 
to chew on after the party was over. 

“This is the story of the pharma- 
ceutical industry,” Editor Grala 
wrote. “It is the story of ideas 
ideas which seek to advance the 
frontiers of medicine and_ public 
health. It is also a story of people 

executives, clerks, 
mechanics 


scientists, 
the people who gen- 
erate ideas.” 

The issue is heavily pictorial and 
the models are, of course, SKF em- 
ployes. Photographs are excellent, 
captions to the point. It is a tech- 
nical topic, but the editor cut it 
down to lay language. After the in- 
troduction, the issue is sectionalized 


into headings research, product 


Industry's relations with 
Employes/ Stockholders 
Distributors/ Suppliers 


Neighbors 





development, market planning, pilot 


plant production, manufacturing, 


product disposition . and all 
through the issue are people. 
Editor Grala has this comment to 
make: 
cial issue, we endeavored to present 
the story of the pharmaceutical in- 
dustry at work, in what I would 


“Because it is a sort of spe- 


term a ‘shirt-sleeve session’, show- 
ing that new ideas are the basis for 
any business, that all sorts of scien- 
tific and technical skills are required 
to effectively produce a new med- 
icinal agent, that drug research 
takes time and money, and that it 
involves not only good equipment 


and facilities but good people.” 


Issue Backs Up Tour . . These 
facts were not lost on the more than 
2,000 people who toured the plant 
and offices, for the special issue was 
a refresher that answered any ques- 
tions that might have been left out 
on the tour. 

But the issue served more pur- 
poses than that, and here is where 
the company with an open house in 
the offing can start jotting down the 
names of people who ought to get 
special souvenir issues 

At SKF, the special number was 
relished not alone by actual em- 
ployes and their families, but by 
SKF pensioners, who are usually 
mighty good company friends in the 
local community. Such an issue has 
uses far beyond the family circle, 
however. It has an interest, as 
many in the field of communication 
are well aware, for stockholders, for 
customers and prospects, and for 
thought-leaders in the community 
In labor-pinched areas, where re- 
cruitment is a serious and growing 
problem, an issue of this type can be 
a fine recruitment device. 

Primarily, of course, an _ issue 
about the company and its products 


is an open house feature. It is orig- 
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inated and developed, as it was at 
Smith, Kline & French, with the 
It is built for him, 
If he’s an 


older employe, he sees himself and 


visitor in mind 


and written about him 


his friends in some of the pictures; 
if he’s a new employe, he sees peo- 
ple with whom he has a daily shar- 
After the 


open house is over, and the dough- 


ing of plant experiences 


nuts and the coffee are fading tastes, 
the old man can pull out the mag- 
azine, put his finger on a depart- 


mental picture, and say to his as- 


sembled family, “There's where 
work! That's what I do!” 
Recognize Employe’s Role . . 
Don't let anyone, in communication 
or out of it, tell you that that isn't 
important. It’s the recognition of 
an employe’s affiliation with a com- 
pany, in addition to the souvenir of 
a day pleasantly spent. 

Here are a few of the bench marks 
that will enable your company to 
produce a souvenir issue of reason- 


ably lasting value. Not every such 





Communications man of the month... 


His policy: If you can’t do it .. 


don't waste time telling the employes 


re 


Wade E. Shurtleff 


® PEOPLE in personnel administra- 
tion a short time ago laid aside 
whatever they were doing to ex- 
amine a survey on personnel ad- 
ministration. It had not been un- 
dertaken by a vast, coast-to-coast 
polling agency. It was the product 
of one man. The man was Wade 
E. Shurtleff, head of industrial re- 
lations and public relations at 
Standard Products Co., Cleveland 

Mr. Shurtleff, at 35, is one of the 
brightest minds in the whole orbit 
of industrial relations For four 
years, from 1942, he was personnel 
director at Apex Electrical Mfg. Co 
in Cleveland, where he built a new 
and unheard-of cooperation with 


the union through hard work and 


He moved from there 
to Willys-Overland in Toledo as 
manager of industrial relations and 


horse sense 


personnel, and later became asso- 
ciate editor of the Bureau of Na- 
tional Affairs in Washington. He 
went to Standard Products last 
June 

He ran his survey because he 
wanted to find out what the status 
of personnel work was, from his 
own sources. He highlighted his 
findings at the recent American 
Management Association conference 
in Chicago, and what he found was, 


He thinks per- 


administration is here to 


on the whole, good. 
sonnel 
stay, but that people in the business 
have much yet to do to make it 
firm. A few years back, once again 
on his own, he edited a brisk news- 
letter “Labor Trends & Policies.” 

Mr. Shurtleff, back in circulation 
after his Washington editorial stint, 
is again hitting hard. He thinks 
most employe communications pro- 
grams take a negative viewpoint, 
that they are usually devoted to ex- 
plaining to employes why this or 
that is impossible. He thinks in- 
dustry should tell more of the social 
significance of its work, that it’s got 
a better story to tell than the Com- 
munist sympathizers ever had. But 
he thinks industry’s story is being 
told poorly to employes 


job can be as complete or as im- 
pressive as Editor Grala’s, but these 
will help the less experienced com- 
municator complete the sale the 
open house opens up: 

1. The plant tour, which is a fea- 
ture of the open house, should be 
reflected in the pages of the publi- 
cation, so that the visitor may tie 
the two together. He must be able 
to recognize in the souvenir issue 
the things he has seen on the tour. 
If he can’t do it, the souvenir issue 
serves a negative purpose. All this 
presupposes that the tour has been 
set up logically and thoroughly in 
the first place. 

2. Use 
booklet is a picture booklet, not a 
printed text book. Use large pic- 
tures rather than small, identify 
them with non-technical captions, 
keep them in chronological order 
If the subject doesn’t lend itself to 
photography, don’t photograph it . . 
describe it. 

3. Feature your employes wher- 
ever possible. You'll do better to 
dramatize your photographs with 
departmental 


pictures. The souvenir 


people, so use the 
people in each case to do it well. 
They may not have the professional 
bearing of models, but you don’t 
want them to have 
bearing. You want them to look 


professional 


like company employes, which is 
what they are. 

4. Start the booklet off with a 
brief welcome, either from the com- 
from the president, over 
A brief company his- 


pany or 
his signature 
tory is in order, but be sure to keep 
it brief. 

5. Your open house is supposed 
to be a comfortable occasion, where 
people come to see what you've got, 
under friendly and hospitable cir- 
cumstances. Your booklet should 
have the same friendly ring in the 
copy. 

6. Don't 
elaborate. 
company to give them a costly, im- 


make the product too 
People don’t expect your 


pressive souvenir. They might even 
wonder about it if you did. The 
booklet can be simple and unpre- 
tentious. 

Those are common, everyday rules 
for producing what should be a 
common and everyday type of com- 
device for your em- 
families, and your 


munication 
ployes, their 


neighbors 





.... editorially conditions buyers 
to read your sales story 


MACHINE and TOOL BLUE BOOK editorial content is 

right for its readers — right for you. It's the preferred 

‘mene for busy executives and production men — 

ey men who buy or specify your products. Streamlined 
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Plus Values 


@ Circulation verified by Western Unign 
through its 1,642 offices in U.S. industrial 
centers. 

More than 95% of circulation is personal- 
ized. 

Pioneer publication with controlled circule- 
tion. 

Published monthly fer 46 years. 

Front cover used for merchandising editorial 
content. 

Squere back binding makes book easy to 
use and read. 

















Special binding permits use of 7x10" plates 
as unbroken spreads. 
low cost per thousand circulation. Pro- 
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Admen ask media for more faci 


but less and better direct mail 


Space buying patterns Part 3 
® INDUSTRIAL ADVERTISERS and their 
agencies don't think much of busi- 
ness publication direct mail promo- 
tion or advertising or salesmen 

This became quickly 
when the Marsteller 


delved into the reactions of adver- 


obvious 


interviewers 


tisers and agencies with regard to 
the direct mail they receive from 
business publications, the advertis- 
ing of such publications in the trade 
press and the calls ol sales repre- 
sentatives 

Of course, no business paper ex- 
ecutive will be much surprised at 
these findings, any more than an 
advertiser or agency man should be 
surprised if a survey among busi- 
ness publishers should indicate that 
space buying practices of advertis- 
ers and agencies can stand a lot of 
improvement 

The Marsteller interviewers, con- 
ducting interviews in depth with 
executives of 15 advertising agencies 
handling industrial accounts, and 15 
industrial advertisers, explored such 

nents of the business publication 
sales and promotion picture as 
these 


What is you 


mail promotion done by 


opinion of direct 
business 
publishers? How much of it do you 
save? 

What is your opinion of the ad- 
vertising done by business publica- 


tions? Do you read it regularly‘ 


What should be 


promotion and advertising of busi- 


included in the 


ness publications? What do you 
find helpful? 
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What about the business paper 
salesman? Whom should he con- 


tact, and how? 


Bronx Cheers. . Direct mail from 
publishers took an especially hard 
kicking around from those inter- 
viewed Of the 30 organizations 
contacted, executives of only two 
had anything kind to say about it 
at all. The remainder provided such 
Bronx cheers as 

“75°, wasted.” 

“10° is worth reading.” 

“Couldn't be worse.” 

“Often deliberately misleading.” 

“Creative junk.” 

The media buyer in one large 
agency said bluntly 

“I estimate that I throw away $50 
worth of business publication direct 
mail unopened every morning. I 
used tc try to read it all, but I have 
found that anything worth while 
will be brought in by the salesman, 
anyway 

Another executive said: 

“My secretary skims through the 
business paper promotion material 
every morning and gives me one or 
two pieces she thinks I should see 
I usually take this to the washroom 
with me. You ask how much I save 
about one piece every three weeks 
is good enough to bring back to the 
office 4 

Another reported 


“I pile the stuff up behind me 
through it 


Then after a week or so, it begins 


here, hoping to look 


to fall off, so I sweep it into the 


waste basket with a clear con- 


science ic 


And still another: 

“Now and then there is a wonder- 
fully helpful piece. But it’s so dis- 
couraging to wade through the junk 
to get at it.” 


Hard on Agencies. . These state- 
ments probably come as no great 
shock to publishers who have long 
known that little of their direct mail 
winds up in permanent market data 
or media files, the Marsteller report 
comments. Pointing out that a study 
made by J. K. Lasser & Co. in 1950 
showed that among business pub- 
lishers, six to 25 mailings per year 
to clients and agencies are consid- 
ered normal, the Marsteller report 
shows that advertisers and agencies 
are inundated under a flood of such 
material. 

“That perhaps explains why agen- 
cies, even more than advertisers, 
were brutally critical,” says the re- 
port. “Media directors, especially 
in the larger agencies, were most 
critical of all. One day’s direct mail 
promotion to the business paper 
space buyer of a large New York 
agency on the day he was inter- 
viewed was a little over five inches 
thick.” 

Generally speaking, advertising in 
the advertising trade press fared far 
better than direct mail at the hands 
of those interviewed. For one thing, 
all but two people interviewed, in 
both the advertiser and agency cate- 
gories, regularly read one or more 
of the advertising publications. Most 
read several. 

Furthermore, the Marsteller in- 
terviewers found, all those ques- 
tioned indicated consciousness of the 
advertising of business paper pub- 
lishers. This point was firmly estab- 
lished because in each instance the 
interviewer pursued the subject un- 
til there was a specific mention of at 
least one recent publisher campaign. 

Here again, says the Marsteller 
report, the user is extremely critical 
of the quality and content of busi- 
ness paper publishers’ promotion. 
Several, however, expressed the 
opinion that advertising in the trade 
press is better than the direct mail 
output. But there was plenty of 
criticism, such as: 

“Most of it is a jumble of double- 
talk.” 

“Ten years behind the times in 


appearance.” 











“There are a dozen outstanding 
campaigns, but in most cases you 
could substitute the name of a com- 
petitive paper and no one would 
know the difference.” 

“Too much of it is done by the 
publisher himself or his home office 
promotion department to have any 
real feeling for the needs of the ad- 
vertiser.” 

“Very irregular. Even in the 
same publishing house, one maga- 
zine will do a good job, another a 
pitiful one.” 

“Apparently business paper pub- 
lishers are very much sold on ad- 
vertising for everyone but them- 
selves. Most of their advertising 
looks like it was planned, not to get 
results, but to hold down costs.” 

Pressed as to which business pa- 
per promotion campaigns . . both in 
the advertising press and direct mail 
.. they thought were good, respond- 
ents named a total of about 20 pub- 
lications or publishing houses (and 
also volunteered the information 
that certain promotion displeases 
them). Most frequently mentioned 
as promotional models from which 
many business papers might learn 
were three general executive type 
publications whose promotion was 
accorded considerable praise. 


How to Improve . . Having taken 
publishers’ apart with 
considerable fervor, the advertisers 
and agencies were then asked for 
How can 


promotion 


constructive suggestions. 
such promotion be improved? What 
kind of information do advertisers 
and agencies want? How should it 
be presented to them? 

The Marsteller interviewers found 
some agreement, but only up to a 
point. They found eight most fre- 
quently mentioned wants: 


1. Detailed market data. 

2. Analysis of editorial content. 

3. Proof of readership. 

4. New developments in product 
technology in the field covered by 
the publication. 

5. Comparative circulation figures. 

6. Data on size, capacity, number 
and kind of production units in the 
industry covered by the publica- 
tion 

7. NIAA publishers’ sales presen- 
tation outline. 

8. ABC and CCA statements (sev- 


eral qualified this point to include 
statement: in which occupational 
breakdowns are comparable for 


competitive magazines). 


“It would appear, at first glance,” 
says the Marsteller report, “that the 
publishers on the whole are giving 
just these things to advertisers in 
their promotion, but discussion 
highlighted again and again the ap- 
parent fact that the publisher and 
advertiser interpret these wants dif- 
ferently.” 

The report continues 

“For a quick summary of com- 
ments on these points, we have di- 
gested the principal views on each: 


1. Detailed Market Data 
“Especially in the agencies and 
among the multi-product clients this 
was a frequently mentioned point. 
It seems that the general attitude is 
that (a) most magazines have in- 
adequate figures on the size and 


context of their market and (b) 
those that do have fairly complete 
figures do not interpret them sim- 
ply enough for the busy advertisers 
to quickly absorb. There is appar- 
ently a feeling of general inade- 
quacy in evaluating markets among 
the space purchasers. 


2. Analysis 
of Editorial Content 

“Buyers admit they don’t have 
time to read business papers serving 
the fields in which they are inter- 
ested as often or as thoroughly as 
they should. Several agency men 
said that to simply thumb through 
the magazines in which their own 
specific clients were running would 
take five to fifteen hours a week. 
Advertising managers too, especial- 
ly of the larger companies, are sin- 
cerely concerned about their phys- 
ical inability to keep a ‘feel’ of 
the editorial of papers. 
Several said that what they would 


business 


Where and why the study was made 


@ This is the last of three articles based on a study of business paper space buying 
practices and influences made for Industrial Marketing by the Marsteller Co., involving 
personal interviews in depth, averaging two hours each, made with one or more execu- 


tives of the following organizations: 


Agencies 


MW Racford 





In addition, some 30 b paper 


Advertisers 


haln 


in Chicago, New York and Pittsburgh, were 


questioned about their experiences. The group was carefully selected. as were the ad- 
vertisers and agencies, to secure representatives of various types of publications. For 


their identiti 





obvious 


are not disclosed. 
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HOW BIG IS THE CEMENT 


ITS PLENTY BIG! 


In 1952 production is forecast at 252,000,000 
barrels. This means an estimated: 
100,000,000 tons of raw material to be quarried, 
transported and processed. (See Flow Chart be- 
low.) 


24,000,000 pounds of lubricants. 

19,000,000 pounds of explosives. 

10,000,000 tons of coal (or equivalent in other fuels). 
5,000,000,000 kilowatt hours of power. 


These and many other expendables are backed by 
colossal capital investment in plant and machinery. 
Since 1945 alone, the Portland Cement industry in the 
United States has invested about $335,000,000 for 
plant and equipment. 


Expansion and modernization of productive facil- 
ities continue at a high rate — in 1952 an estimated 
$100,000,000 will be spent. 

A BIG market? It’s terrific! Are you getting 
YOUR share of it? 


AT EVERY STAGE 
OF MANUFACTURE 


The Flow Chart below shows the 
stages in manufacture of Portland 
Cement. Af every stage, costly 
equipment is used, supplies and 
power are consumed in huge quan- 
tities. 


Even without the great expan- 
sion that is steadily going forward, 
the annual bill for equipment 
maintenance and replacement is 
colossal. it’s a tremendous mar- 
ket! 


ROCK PRODUCTS AFFORDS GREATEST COVERAGE OF THE CEMENT 
INDUSTRY, IN CIRCULATION AND IN EDITORIAL MATERIAL 

















MARKET «YOUR PRODUCTS? 


CEMENT MEN SAY: 


ROCK PRODUCTS IS OUR 
LEADING REGULAR SOURCE 
OF INFORMATION 


Every development in or affecting the Portland Cement Industry is not only re- 
ported in ROCK PRODUCTS, but also interpreted as to its significance. This is a tech- 
nical job performed expertly for this highly technical industry by the most capable 
and informed group of engineer-journalists serving this field — the editors of ROCK 


PRODUCTS. 


CLIMAXING THE YEAR'S INFORMATIONAL SERVICE 


Cement articles are featured all through the year in ROCK 
PRODUCTS, climaxed with the big, information-packed August Ce- 
ment Issue. 

The August Cement Issue is a significant event in the cement 
year, awaited eagerly by cement men the world over, read closely 
by them, and kept for permanent reference because of the authorita- 
tive and exclusive material contained. 


CLOSING DATE JULY 8 
REGULAR RATES APPLY 


For maximum advertising results from a 
great and growing market, make early reserva- 
tion. USE adequate space in ROCK PRODUCTS to 
tell your story to a buying-minded audience hun- 
gry for information on how you can help them. 
Write, phone or wire your space reservation to 
the nearest ROCK PRODUCTS office without delay. 


ROCK PRODUCTS 


309 W. JACKSON BLVD., CHICAGO 6, ILLINOIS 
New York, Cleveland, Chicago, San Francisco, los Angeles 





Interested and efficient consideration of a 
purchasing agent's requirements, plus a 


| knowledge of his own products 


orough 


its fulfilliner hi nd how they fit in with those require 


ufested in the direc nts, are ‘musts’ for any successful sales- 


delivers irching Man to expedite our orders and keep us 


control Lp pile wien Of The ioreast of the current situation In other 


ur operations, or any of the ¢ ords 1 good salesman is one who helps 


mificanons which is pertorm our purchasing duties more in 
after the exect Russell P. Weiss, Pur 
Van chasing Agent The \lilford Rivet & 


Machin Co Milford, Conn 


frequently 


the course or telligently savs 


he order savs Josep! (; 


tor of Purchases 


ne., Rahway, N. J 


Purolator 


Agents 


In my position, I am closely in touch 
with our company’s production, metal 
lurgical, and engineering problems. I find 
that I glean more useful knowledge from 
the salesmen who call on us than through 
any other source of information we have 
W e have come to expect the men who 
represent our good friends, the vendors, 
to keep us informed on new and better 
materials, conditions, 
price changes, and, in general, to assist to- 
ward better performance,’ says C. J. 
Reimer, General Purchasing Agent, SKF 
. Philadelphia, Pa. 


supply possible 


Industries, Inc 


Men like these are eager for facts about your products— 
38,500 of them read PURCHASING 


Quality — adaptability — reliability of supply — price — customer accept 


ance? The answers to questions like these are the facts that the PA ts 
looking for | hey arc the facts he needs to reach his buy Ing decisions. 
In most industrial companies, purchases made under his direction total 


50°. or more of the company s gross sales 


He is the man you want to reach with the facts about your product. 
Vell him your story in the advertising pages of the PA’s own magazine, 
PURCHASING — the basi mdustrial advertising 
schedule! PERCHASING, 205 East 42nd Street, 

New York 17, N. ¥. Offices in ¢ hicago, Cleve- 

land, Dallas, Atlanta, Los Angeles. 


MAGAIUNE ON any 


When you think of 
selling...think of 
PURCHASING 


@ oga 


The basic magazine on any industrial advertising schedule! 





copy chasers 


The best ads break the rules, 
materials handling ads show 


® ONE OF THE nuisances attached to 
being an expert is that you can't 
afford to be dogmatic, else you'll 
lose your customers. 

So once in a while the Copy Chas- 
ers have to back up a little, say 
something to soften the vehemence 
of last month’s remarks, admit that 
everything isn’t all black or all 
white. 

Right now there’s a 
abroad in the land that unless you're 
a disciple of Gallup-Robinson or 
sufficient of a fashion-rider to be 
using picture-caption ads, then you 
don’t know what you're doing and 
what you're doing is probably get- 
ting lost. 


suspicion 


Copy research is in the ascen- 
dancy, and there are sounds of wail- 
ing heard from copy corners and art 
departments. 

Yet even we, who like to declare 
rules of advertising conduct, will 
admit that rules aren’t the whole 
answer, nor are they any sort of 
guarantee, nor are they sina qua 
non. You can break the rules and 
get away with it. 

Really, all that copy research says 
is: Here's what seems to work 
pretty well a lot of the time. To 
play safe, use the techniques that 
appear to be reasonably “sure.” But 
the very best ads apparently ignore 
the rules. And so do most of the 
poor ones. 

We've heard that Gallup-Robin- 
son themselves support the “rules” 
issuing from their findings only so 
far. If you want to be sure of a 
pretty good ad (say, B minus) 
we're putting words in their mouths, 
but we think this is right obey 


the rules; often enough you'll get 
your B minus. But if you want 
to “go for broke,’ bust the rules; 
you're risking a flop, but the chance 
of a big pay-off always costs you 
the chance of losing all. 

In other words, play the rules to 
show . . or bet the long shot to win 

We make these remarks so as to 
furnish some comfort to the creative 
geniuses who consider themselves 
imprisoned by copy research. Also 
to combat the temptation of those 
who have just learned about copy 
research to insist that everything 
follow a safe pattern. 

Creativity should be allowed all 
the latitude it had before the days 
of copy research. Only .. the crea- 
tive person should know the rules 
so that when he chooses to break 
the rules, he has some good solid 
reasons for doing so. 

It was while thinking thus that 
we encountered an issue of U.S. 
News & World Report which en- 
couraged us a great deal. 

As we read one ad after another, 
we were struck by the fact that, 
here at least, what the creative 
people have predicted . . standard- 
ization . . hasn't come to pass. Ad- 


vertising, despite copy research, 
hasn't yet formed into a rigid pat- 
Creativity | still 


Ideas are still more impor- 


tern. out-ranks 
rules. 
tant than formulas. 

Thank goodness, there will always 
be a copywriter, and copy research 
will be his handmaiden, not his boss 

So what’s so good about that par- 
ticular issue of U.S. News? 

Come with us, and we'll show you 
infinite variety. 


anim feature 





/ 





The name doesnt matter 


onl the meaning of Free Laterprise 


WARNER 
. 
SWASEY 








*& Warner & Swasey. An editorial 
ad, another in a long and successful 
series. In this campaign, it’s the 
headline’s job to capture the reader; 
the illustration is minor, small and 
This head- 


line is not one of the series’ best, 


subordinately located. 


but that’s because the best are so 
hard to beat: 

The Name Doesn't Matter 
Only the Meaning of Free Enterprise 

But the copy is excellent. Its 
Flesch score must be well within 
the range of management men 
that is, the average readers (of U.S 
News) could be expected to follow 
more difficult language, but, you 
see, this ad is about semantics 








Hope 


It means Cour- 


And so on It 


It means Decency 


means 


age. And each point is developed 
in a brief paragraph 

Of course, we hold the same opin- 
ion of this campaign we've always 
had: it’s talking to workers in pub- 
lications read by management. The 
publications are right from the W&S 
viewpoint, but not for the message 
U.S. News readers can be expected 
to agree (and applaud); it’s just too 
bad not enough people see the ad 
who need to be told 

But that’s not the copywriter's 
AKERS, 


fault. He has done a fine job 
happens to be KENNETH W 
president, Griswold-Eshleman Co., 
Cleveland 
Anaconda’s fine new series is next 
a b&w spread that does oblige 
realistic 


current copy research 


photos, square-ups, captions with 
bold face headings, rectangular for- 
mat, headline next to copy, etc 
Entire LH page is a picture: photo 
of IBM's Selective Sequence Elec- 
tronic Calculator “taken with a 180 
lens which enables the camera to 
show all three walls simultaneous- 
ly.” RH page is divided vertically 
one-half a column of text, the other 
half a stack of three more photos 
with captions, ending with logotype 
National Cash 


conventional, in the old-fashioned 


Register’'s ad is 


sense. A new accounting machine 
is given “refrigerator treatment” 
a group of people admiring the ma- 
chine, clustered around, but not so 
as to obstruct the camera view 
There are two headlines, both in 


quotes, neither believable 


Norton Co. and Behr-Manning 
share in an ad that asks you to 
search through the illustration a 
cluttering of unrelated “stuff 
find “what doesn't belong 
picture?” Everything except 
in the foreground, “depends 
important way on products 
bear such well-k nown traden 


as Norton and Behr-Manning 
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GENERAL QB ELECTRIC 








Users Grumble 
At Slow Mails 
Get No Action 








Thus far 


tion, “refrigerator treatment,” puz- 


editorial, picture-cap- 


zle. Let’s go on 
Frigidaire’s ad is rectangular, with 
full-width headline, single column 
of text, square-ups and captions 
Hyatt’s is labeled: “Hyatt Roller 
Bearing Journal Boxes for Freight 
Cars That headline certainly se- 
lects the market, and a small one 
it must be; still, trains have many 
“fans,” so the ad may have gotten 
a broader audience. Illustration has 
three parts: drawing of a freight 
car’s underpinnings, “pick-out” of 
the journal box, cutaway of same 
Statler Hotel's 


paign comes next: five 


wonderful cam- 
cartoons 
with dialog captions and the sixth 
panel devoted to the just-perfect 
Statler logo Statler Hotels let- 
tered on the side of a_ traveling 
case. No headline 

Dictaphone’s ad isn’t so novel 
The headline is just a re-take on 
the “miracle” theme that keeps at- 
tempting to warm up the dictating 
instrument market 

American Petroleum Institute re- 
produces an editorial from the New 
York Herald-Tribune, entitled “How 
U.S. oilmen met peak needs m 51 7 


That's capitalizing on the news 


*&General Electric's ad probably 
exhibits some Gallup-Robinson ad- 
vice. The cut nearby shows what 
t looks like 
“There 


i difference in fluorescent lamps.” 


The top display line is 


(So?) “This is one .. found in G-E 
lamps, of course!” (What is it?) 


Yet notice 


no “user-benefits,” except im- 


Isn't that good copy? 
plied. Not.a single “you” until the 
last sentence. No “cuts cost,” no 
“insures profits,” no “maximum de- 
pendability.” Just a guy telling us 
what’s so good about his lamps 
chief of the 
Barton, 


LEN HALL, JR., Copy 
Cleveland office, Batten, 
Durstine & Osborn, wrote it. 
A USS Cyclone Fence and its 
familiar cartoon burglars come next 
Big coupon, too. We wonder if it 
pulled 
Then: 
Silhouette 
against a line drawing (in color) of 
Character- 


An Allis-Chalmers ad. 
of two 400 hp motors, 


a steam power plant. 
istic heavy black type for the head- 
line 

Olivetti’s ad is as unconventional 
as you can get. See the cut. Here’s 
the copy: 








TYPE TIPS BY LINOTYPE 


How to get what you want 


(WHEN YOU'RE MARKING PROOFS, THAT IS) 


There’s no mistaking what [~~ or 
‘J means. These and other familiar 
symbols are important shorthand 
directions that everyone under- 
stands and responds to. 


There are standard symbols, too 
readily recognized by printers and 
typographers, that indicate exactly 
what changes or corrections the cus- 
tomer wants made in proofs. Using 
these professionally accepted marks 
can save time, tempers and money, 
and enable you to get exactly what 
you want from your printer on the 
first correction. But there are so 
many, it’s difficult to keep them all 
in mind unless you’re using all of 
them constantly. And most of us 
don’t have occasion to do that 








“Boy—what that Rameses IV 
told his typographer!”’ 











The Compleat “Blue Pencil” 
We have a little four-page folder 
called “Roundup of Editors’ and 
Proofreaders’ Marks” that will be a 
great help to anyone who buys print- 
ing or typography. It’s just about the 
most complete concise summary of 
its kind we’ve ever seen. You can 
keep it handy in your desk, ready 
for use whenever you have to mark 
proofs. All tae marks commonly used 
by printers and typographers are in- 
cluded: marks for errors in type size 
or face, for paragraphing, spacing, 


Set inomap type 
Set in italic type 

. ITALIC SMALL CAPITALS 
ITALIC CAPITALS 
Set in(lightTacd type 
Set in boldface type 
Boldface italic 
BOLDFACE CAPITALS 
Superior letter or figure® 
Inferior letter or figure, 


Paragraphing 
# Begin » paragraph 


ne # No paragraph. 
“um4~ CRun in or run on 


punctuation, insertion and deletion. 
diacritical marks, signs and symbols 


“The Roundup” will help you get the 
most for your printing and typogra- 
phy dollar-- whether you buy a daily 
menu or hundreds of thousands of 
dollars worth of printing annually. 
With its aid you'll get exactly what 
you want when corrections are made 
and your finished job will look the 
way you want it to. 


Good Jobs Start With 
Linotype 

To assure a first-class job from the 
start, specify Linotype composition. 
From the hundreds of expertly de- 
signed Linotype faces available, you 


‘id pin this 5) 
your letterhead! 


Dept. PM 12 


can pick the one that captures the 
exact mood you want... the one 
that gives the legibility you need in 
even the smallest sizes . . . the one 
that reproduces clean and sharp 
by whatever printing process you 
choose. And you get the economy 
and ease of correction that is part 
and parcel of every Linotype job. 


Get Your Own Copy 


We'll be glad to send you your own 
handy desk copy of “Roundup of 
Editors’ and Proofreaders’ Marks.”’ 
Just fill in the coupon below and pin 
it to your letterhead. Mergenthaler 
Linotype Company, 29 Ryerson St., 
Brooklyn 5, New York. 


P.S. This ad is set in Linotype Corona and 
Spartan type faces. We believe that this 9 point 
Corona has excellent color and legibility, mak 
ing it an ideal advertising text face 





ROUND-UP of EDITORS’ 
and PROOFREADERS’ MaRKs 


Ec 


And youl get the 
pity LINOTYPE pile deeded need 
he arto ob, That's been 


wns UNOTY PE 1S Men 


natooutuants wane teamvente 
pr oy UNOTYPE Company 


I) Monte se 





Mergenthaler Linotype Company eae 


Company 


Address 


29 Ryerson Street, Brooklyn 5, New York 
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market for 
EQUIPMENT 


PACKA 


BASIC MONTHLY 
EDITION 


This is the BASIC EDITION of FLOW 
magazine. It is the edition of FLOW with 
which you have become so familiar these 
past 7 years. It is the FLOW which reaches 
28,265 people every month in Jarge and small 
companies having large, acute and continuing 
materials handling problems. 48 materials 
handling distributors appraise the activity 
potential of these companies and then PAY us 
$1.44 per subscription to send FLOW Basic 
Edition to them. No other accurate means has ever been devised for the correct 
appraisal of the activity of a company. The distributor is “on the ground” and 
backs up this appraisal with his money. These men KNOW their territories. 


FLOW QUARTERLY 


This is the FLOW QUARTERLY. It is a 

rotogravure tabloid with a fast moving 

pictorial editorial presentation. Its circula- 

tion is among 102,317 large and small 

business establishments which have less 

active, less acute materials handling prob- 

lems. These 102,317 establishments are of 

every kind and description—from factories 

to scrap yards, from abattoirs to warehouses. 

FLOW’s 48 materials handling equipment 

distributors again evaluate their potential 

sales field and subscribe to the QUAR- 

TERLY for those customers and prospects 

for whom they do not subscribe to FLOW 

BASIC Monthly Edition. Size of plant or 

number of employees is not the index to 

materials handling activity, and it is this “on the spot” evaluation and identi- 
fication which makes the FLOW package the most realistic sales tool ever 
offered the materials handling equipment industry. 


To get more business, reach all the buyers in the field by using the FLOW 


PACKAGE —no other publication or combination of publications can deliver 
them to you. 


@ © © © @ 1540 ONTARIO STREET © CLEVELAND 13, OHIO 
AFFILIATE OF THE INDUSTRIAL PUBLISHING COMPANY 


member C.C.A. 


FLOW DIRECTORY OF MATERIAL HANDLING 
EQUIPMENT AND ACCESSORIES 
An industrial Publishing Company Publication 
lished by Manufacturers Directory Company. 
1240 Ontario St., Cleveland 13, Ohio 


Agency commission 15% on black and white spsce 
only. No agency commission on color or bleed; no 
cast discount 

General Advertising 
Rates on request 

Mechanical Requirements — Depth 

1 page ‘ - 10 
1/2 page . i 5 
eed pages—see requirements under ig 
peer gig Come or nickeltypes requi 
ereotypes, or plates yong s tine ona 
half’ Ahn engravings attached t 
Plates not called for within siz ‘ne of last inser- 
ton will be scrapped. 
a: Cuts must be furnished by space user—110 
pit If — ~~ makes 
a‘ivertiser they are to be rebilled a 
Cuts to be left with Lerceagecoad 30 dass following pub- 
Hieation. If same plates are needed for other print- 
ing, electrotypes will be furnished and billed at cost 
te advertiser 
Personnel 
He xter 
t-—Lester P. Aurbach 
‘ anager—William S. Wheeler 
Production Manager—W. L. Jerse 
Representatives 
Chicago 11—L. Willo 20 N. Michigan Ave 
om 7 Superi 
T i 42nd St.. Rm. 803 

iB 

‘leveland—David Sawyer, 1240 Ontario St., Supertor 
1-9622 


7—Fred W 
1 Tucker 676 
CIRCULATION 
State Distribution (1952-53 edition) 


FLOW QUARTERLY 
An Industrial Publishing Company Publication 
Publisted by The Flow Publishing Co 
1240 Ontarlo 8t., Cleveland 13, Ohio, Superior 1-9622 
Rates effective September 15, 1951. (Card No. 1.) 
Agency commission 15%; cash discount 2%—10 days 
General Advertising 
Minimum space 1/12 page (5 inches) 
Advertisers using Flow and Flow Quarterly may use 
only units up to the same size now used in Flow 
Non advertisers in Flow, per inch, per insertion 50.00 
Advertisers using 
Less than 6 Insertions in Flow, per inch 36.50 
6 to 11 {insertions In Flow, per inch 29.50 
12 or more Insertions in Flow, per inch 25.00 
Colors 
Standard rotogravure colors, red, blue, yellow or 
orange, avaliable only for 30 column inches or more, 
per page, per color, extra 100.00. 
Bleed Pages 
Not available. 
Mechanical Requirements 
All printing in gravure process. Only the following 
units accepted 
Width Depth Width Depth 
1 page (60”) 9-1/2 15 
(45”) 7 15 
40") 10 138-3/8 
» (30") 10 
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Publishers require original art work, photographs and 
jrawings or sharp photoprints of same in proper di- 
mensions for reduction to correct size. Mats, cuts or 
art work containing a ecreen (Ben Day or halftone) 
not desirable. An accurate mechanical layout must 
be supplied, showing scale. size and tenon 
text, a clear engravers or reproduction proof on 
stock, unfolded, and in correct proportion is Seamied 
Text type in lease than 6-point or with fine hairlines 
is not recommended. For reverse type, a larger and 
bolder face is required. For color pages, original color 
art work is necessary Where original plates are 
supplied, halftones should be 16-gauge copper 
Issuanee and Closing Dates 
Published quarterly; issued 20th of January, April 


20th of month preceding Isevance 
Changes and cancellations cannot be accepted after 
closing ¢ 
Personnel 
Preside Ir B Hexter 
Exec ative Vice Pres ident—Lester P. Aurbach. 
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Murray Hill 7-3420-1 
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1-9622 


Los Angeles 17—-Fred W. Frisenfeldt, Rm. 607, 
1250 Wilshire Bivd., Tucker 6703 
CIRCULATION 
New Publication—first isfue January, 1952 
Rate card effective September 15, 1951 shows 100,000 
guaranteed 














What's ino 


SAPPHIRE 


" 
- 





Men Chemical, 











The Clark ad (also see cut) is too 
awful to describe 
US. Steel, contributing an ad to 
the scrap drive, headlines it with a 
WANTED 
tells the stories of three companies 
whose added to the 
“Scrap Drive Honor Roll 
Pittsburgh Coke & Chemical’s ad 
odd illustration a 
issued to U.S. insect 
Billion dollar 
ticket,’ and copy tells about Pitts- 


big Down below, it 


names it has 


has an meal 
ticket 


Headline is 


pests.” 


meal 


burgh insecticides 


Gaylord Container displays two 


headlines “Engineering and re- 
difference” and 


that 


make the 


the unseen quality pro- 


true Gaylord 


We feel sure a little copy 


duces 
Boxes. 


research 


economy in 


would do Gaylord some 
good 

Following this is another in Cru- 
cible Steel's ads featuring what we 
May- 


certainly not 


call “over-sophisticated art. 
be it’s all right; it's 
conventional 

Look at the symbolism in the 
National City Bank ad. The cut 


doesn't do justice to the full color 


painting 
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Center spread is an announcement 
of the 
contrived, splashy 


Burroughs Sensimatic, as 
and horrible as 
most announcements of business 
machines. 

Plenty of pulling power in Alcoa's 
beautiful layout 
panying the headline “What's in a 


sapphire?” Answer: aluminum ox- 


(see cut) accom- 


ide, which is also an Alcoa refrac- 
tory. 
The Air 


a cute illustrative idea 


Filter ad has 
See cut 


Automatic Transportation Co., as 


American 


aggressive an advertiser as you'll 
“Free 


The reader is in- 


encounter, offers proof in 
your own plant!” 
vited to use the “101” Transporte1 
free for 3 days “to can 
add 
workload of personnel.” 

Next 


tures 


prove you 


man-hours without increasing 
is one of the series of lec- 
Motion”) by 
All copy 


(“Business in 
Revere Copper and Brass 
except for a type-warmer 
and Electric 

office 


sardine 


Co. 
buildings 


Cincinnati Gas 
jams a bunch of 
(Manhattan?) 
“Thinking of 
out of the ‘tight squeeze’ 
Binks 
in rebus form 
Nickel 


blizzard 


into a can. 


moving your offices 


9° 


Manufacturing runs __its 


Copy 


International handles the 


story of “The baby and 


unseen friend” in the style 
the 


“your 


of a fiction piece. Here's how 


copy starts 


Is there anything wrong in mak- 
ing advertising interesting? 

Bethlehem runs a big portrait of 
one of its blast furnaces which broke 
“its own world record in pig iron 
production.” 

Sun Oil heads up an all-type ad 


with this smashing headline: 


Looks like a Phillip Morris ad 
And we bet it got read. 

And so on, right up to the dra- 
matic illustration of a hospital ele- 
vator well in the Otis IBC and the 
superb John Hancock ad on Lincoln 
on the back cover 
U.S. 


con- 


issue of 
News encouraged us. We're 
fident that copy research hasn't put 


As we said, this 


all the creative people into a groove. 


Materials Handling . . The 
amount of interest, expressed to us 
our about 


recently, in opinion 


handling advertising, is 


matched by the amount of interest 


materials 


business paper readers have shown 
in such advertising 

The materials handling category 
Starch re- 
ports show such advertising scor- 


is one of the best read. 


ing much higher than average, con- 
sistently. 
Take the latest Starched Factory 





Metalworking’s 


One of the most important assignments you can 
give your advertising is that of influencing the key 
executives who have the power to say “thumbs 
up” or “thumbs down” when the purchase of your 
product is discussed . . . but who are inaccessible 


to any form of direct selling. 


This is a job for which MACHINERY is 
especially well qualified, because MACHINERY 
reaches these highly placed executives when all 
other methods—and—media—fail. Just as your 
own salesmen cannot see these important buying 
authorities, neither can the subscription salesman 
for many of the magazines in the metalworking 
field. For that reason, coverage achieved by an all- 
paid circulation is spotty just where it should be 
most complete—among the engineering and man- 
ufacturing executives at the higher levels of man- 
agement. 


To fill these gaps in coverage, we employ Di- 
rected Distribution, whereby we supplement our 
high quality paid circulation with additional 


copies directed personally to those executives who 


“Inaccessibles 


can not be reached by any means of subscription 
solicitation; but who are known to be important 
specifying and buying authorities. Because MA- 
CHINERY’S useful editorial content covers both 
engineering and production in the manufacture of 
metal products, it naturally attracts most of the 
executives with broad interests and authority. To 
complete its coverage of these key buying authori- 
ties, MACHINERY supplements its paid circula- 
tion with an additional 20°% Directed Distribu- 
tion. All of the men who receive Directed Copies 
must indicate—every six months—that they wish 
to continue receiving MACHINERY. In response 
to our query we get a “renewal request” from 
these key men of 95.4%! 


Directed Distribution enables you to reach 
more of metalworking’s “‘inaccessibles’’ with your 
advertising message . . . to make certain that you 
get a regular monthly audience with the men who 
must say “thumbs up” before you can complete a 


sale. 


Published by The Industrial Press 


148 Lafayette Street 


New York 13, N. Y. 
The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 
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Here is how 
Sweet's can 


plant engineering men 


They need manufacturers’ catalogs to 
help them buy materials and equipment for: 


air conditioning 
communication 
construction 

heating 

instrumentation and control 





Are your products used for any of these 
purposes? Then, a catalog specially de- 
signed for the needs of plant engineering 
men will always be a vital part of your 
marketing program. 

The activities and responsibilities of 
plant engineering men Cover a greater area 
in plant operation than those of any other 
group. Their influence bears importantly 
on every purchase of general plant equip- 
ment, structural and maintenance mate- 
rials and equipment, and power equipment. 

Plant engineering men buy continually. 
They have constant need of buying infor- 
mation on many products. They consult 
available manufacturers’ catalogs to com- 
pare competing types and makes and to 


lighting 
lubrication 
materials handling 
plant maintenance 
power generation 


power application 
production 
refrigeration 
safety 

sanitation 





decide where to take further buying action 
—which suppliers to write—whose sales- 
men to call in. 

You can create more selling opportuni- 
ties with a good catalog—one that will 
make it easier to buy from you. 


Sweet’s can help you get the most 
out of your catalogs 


Sweet's is an organization of catalog spe- 
cialists. Here, one hundred and eighty peo- 
ple, working in coordinated departments, 
stand ready to give you expert assistance 
in producing or distributing market-spe- 
cialized catalogs or, if you wish, to handle 
the entire operation. 

Our services cover the entire range of 


CATALOG DESIGN Sweet's design de- 
partment is staffed by experienced con- 
sultants, technical copywriters, dtafts- 
men and artists. Your individual re- 
quirements, whatever they may be, re- 
ceive individual treatment by men spe- 
cially trained for this work 

plan — consultation and analysis of 
products and markets; determination of 
catalog’s objective, scope, content and 
distribution 

rough dummy— outline of content and 
format 

finished dummy—complete content and 


format specifications, ready for produc- 
tion 

CATALOG PRODUCTION — Because of 
the great number of manufacturers’ 
catalogs handled, Sweet’s can offer the 
economies of quantity production with 
no sacrifice of quality. Sweet's will take 
complete charge of the execution of or- 
ders for any or all of the following: 
drawings, photographs, engravings, type 
composition, electrotypes, printing and 
binding 

CATALOG DISTRIBUTION—Sweet's serv- 
ices in the plant engineering market are 


available for either of two types of 
catalog distribution—individual or pre- 
filed —to selected organizations and 
individuals representing the bulk of 
buying power. 

individual distribution—by purchase of 
accurate lists compiled by Sweet's, or 
by using Sweet's mailing facilities. 
pre-filed distribution—by having catalogs 
permanently bound and indexed in 
PLANT ENGINEERING FILE. This method 
has the advantage of keeping catalogs 
instantly accessible at all times in pro- 
spective buyers’ offices. 





: ote rLeocagaatr 
catalog procedure—starting from the plan- ai ~ reunpar 


ning stage and ending with printed copies ees 
open under the eyes of your prospective 
buyers. You may order these services sep- MERCOID]. 
arately, or in any combination, as your iy @ 





needs require. 

Year after year, Sweet’s handles more 
catalogs than any other organization—in 
1951, over thirty-eight million copies. Dur- 
ing its long experience in this specialized 
work, Sweet’s has taken a leading part in 
developing and applying principles and 
procedures which have greatly improved 
the performance of manufacturers’ cata- 
logs. It has helped hundreds of clients find 
the answers to a wide variety of individual 
catalog problems. 

Whether your problem is to determine 
the best procedure with respect to catalog 
design, production or distribution, or sim- ir cassataabet 
ply to get relief from a vast amount of time- " * i 
consuming work, you will find the expert ———n e BLUE RiDCt 
help you need in the Sweet's organization. re ee AKLO GUSS 

The Sweet's District Manager in your 
territory will detail these services in terms 
of your particular requirements. Call him 
in for a discussion of your catalog needs. 


Johns Manville “a 














This booklet tells you all 
about Sweet's services in the 
plant engineering market— 
also in the product engineer- 
ing and construction markets. 
Shall we send you a copy? 





New York 18—119 West 40th Street—LOngacre 3-0700 5 = 
Boston 16—31 St. James Avenue—HAncock 6-0700 Sweet S C ata lo Service 
Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 

Cincinnati 2—American Building—GArfield 2800 designers, producers and distributors of 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 manufacturers’ market-specialized catalogs 
Detroit 26—548 Free Press Building —WOodward 1-2745 oceinenee ee 4m: eneen seeoonumes 
Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 NEW YORK 18, NEW YORK 
St. Louis 1—721 Olive Street—CHestnut 7388 


119 WEST 40TH STREET, 
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“We Cut Leading and Unloading Costs 


with 75% with a BAKER PORK TRUCK 
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YALE gas trucks give you 


ese Imoney soving features 
thot keep trucks on the job 
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(that’s December, at this writing) 
Look at these cost ratios for “noted,” 
“seen-associated” and “read-most” 


] 
(100 equals average) 


Seen- Read 


Advertisement Noted Assoc Most 
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Thus, only one materials handling 


equipment advertiser fell below 
average 

Now the 
that these 


about advertising than other kinds 


reason for this is not 
advertisers know more 


of manufacturers It means that 
there is high product interest in this 
class of equipment 

The key to this is found in a par- 
ticularly felicitous phrase, “the re- 
ducible 30° .” 
Bassick Co.'s excellent 
omnibus ads called “Materials Han- 
The “reducible 30°,” 


is explained thusly: 


which is used in the 


series of 


dling Forum.” 


Link-Belt promotes the same idea 


in an ad headlined “Here’s one 
cost-cutting frontier still open to 
ndustry 


And Powell Steel Co 


s in with the banner “More 


Pressed 


than 90°; 
uct is handling 


of the cost of your prod- 
smart materials 
handling practice pays dividends.” 

So it looks to us as though it 
would be difficult indeed to create a 
materials handling ad that wouldn't 
score well. 

But let’s look, anyway, at the ones 
who got the very top scores. 

That Lewis-Shepard 259 for “read 
most” looks good. 

But the ad looks the horrors. 
What good rule it doesn’t break we 
don't know. No need describing it 
to you . . it’s shown nearby. That 
copy got a higher reading per dollar 
than any other Starched ad in the 
book. Not that it’s bad copy . . the 
facts may be revolutionary for all 
we know but how the readers 
ever got to them is the mystery. 

The Yale & Towne is professional- 
better. Good headline. 
Three “exclusives” punched up. 
Hard-selling copy. Not the best ad 
we ever saw, but business-like and 
fact-packed. Coupon, too. 

The Baker ad (Baker-Raulang) 
is another rule-breaker . . awkward 
copy in a mortise, copy 
tipped. It has the virtues, on the 
other believable 


photos, a testimonial headline, ex- 


ly much 


layout, 
hand, of real 


planatory cut captions, and cus- 
tomer-quoting copy. 

The Mobilift ad. (best for “ 
has (here it comes again) an atro- 
cious appearance. It’s a two-thirds 
page ad, with the lift truck picture 
running up the middle and copy 
fitted in around The copy is in 
extremely tiny type. The headline 
is in reverse, in several styles of 
“well-read” copy is 
or informative: 


noted”) 


lettering. The 
far from sparkling . . 


Favorable points about the ad are 
in the heading, the “ex- 
and a good illus- 


the “new” 
clusive features” 
tration 

One more Buda, another two- 
thirds. The cut tells the story. An- 
other clumsy layout, scrambled 
typography, and an armful of un- 
substantiated comparatives (lower 
cost, less maintenance, longer op- 
eration). 


We dunno. Maybe Starch re- 
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TEAMWORK 
turns 


aa 
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Tem WHITE 


Three giant rotary kilns—each 9 feet in diam- 
eter and 150 feet long—do their part in pro- 
ducing tons of titanium dioxide at the huge 
Sayreville, N. J. plant of National Lead Com- 
pany’s Titanium Division. 


The transformation of black ilmenite ore into 
this whitest of white pigments is another TEAM 
achievement. As in all 24 Chemical and Process 
Industries, chemists and chemical engineers— 
officials, works executives, supervisors, engi- 
neers, research directors, chemists and consult- 
ants — have worked together to develop the 
process and design the plant. They are the men 
who buy and specify the equipment, materials, 
instruments and chemicals. 


With billions of dollars now going into expan- 





sion throughout the chemical and process in- 





dustries, these same teams of men select the 





products and services. 





How to get your product on the purchase 
order? Influence these professional buyers 
and specifiers through the workmagazine they 
need and use .. . INDUSTRIAL AND ENGI. 
NEERING CHEMISTRY. Only I & EC has the 
volume of workmaterial that fills the needs of 
all the chemists and chemical engineers in 
research, development, design and production. 
That’s why... 





1&EC’S Professional Audience is the Greatest Concentration of 
Buying Power in the Chemical and Process Industries. 


INDUS ERING 


The Workmagazine of the Chemical and Process Industries 


AND 








An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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‘In FACTORY for APRIL... 


“THE FACTORY 


One of the most significant issues ever published by 
an issue that gives American Industry a blueprint 


an issue of FACTORY that was four years 


The April issue of FacTORY — in two sections — is 
devoted to the subject of “The Factory of the 
Future.” Here is presented the result of four years 
of planning, interviewing, writing, and editing by 
Factory's editors, specialist Associate Editors, 


Assistant Editors, Consulting Editors, and their staff. 


What Is ‘‘The Factory of the Future?" 


It’s a highly automatic plant. It’s a plant that uses 
plenty of people ...to make decisions and do the thinking. 
It’s a plant that uses more and more machines — to do the 


“muscle work” and to act as control devices, too. 


Why Will it Come? 
Because it makes sense —to tough-minded realists. 


People who have been thinking about the subject know 
that the crawling rate of productivity gain that we have 
been having won't be enough for the years ahead, Our 
total population is increasing faster than the work force. 
People aren't starting to work as young as they once did. 


And they're quitting the work force sooner. 


So if we want to keep on increasing our standard of 
living, we must find the way to increase productivity gain. 
And we can do it... if we start with the factory building 


itself and redesign, reshape, replan. 
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When Will It Come? 

“The Factory of the Future” is here today — piecemeal. 

It’s even here “whole” in some process industries, for 
instance. 

And it’s coming in plenty of other industries... just as 
it came to the chemical and oil industries that today are 


continuous process but not long ago were “batch process.” 
P & ag 


Who'll Build It? 

The Plant Operating Group. 

Not with their own hands, of course. But the techniques, 
the solutions to management problems, the methods - 
will all stem from people at the plant level. 

And the Plant Operating Group, which will be charged 
with this tremendous responsibility, is even now working 


on these problems. 


Why FACTORY Published This Issue 
More men of the Plant Operating Group pay to read 
Factory than any other magazine. Factory is generally 
recognized as the outstanding publication for these men. 
Therefore, Factory felt an obligation to provide its 
readers with as complete a “package” as possible on this 
vital subject. And Factory has the editorial and research 


ability to undertake a job of this magnitude. 


How FACTORY Did The Job 


Factory is staffed with recognized experts in every phase 





OF THE FUTURE” 


an industrial magazine... 


of the increased productivity that is coming... 


in the building... 
HERE ARE A FEW OF THE ARTICLES IN THIS ISSUE 


Why Today's Factories Can't Meet 1960's Needs 


of Plant Operation. But we wanted to be sure that we had 
the freshest, the most up-to-date, facts on this subject. What The Factory of the Future Will Look Like 


So Factory editors spread over Industrial America, 
talking to the men, in plants, research organizations, edu- What The Factory of the Future Will Be Made Of 


cational institutions, and government agencies who had 
done thinking, or planning, or work on this subject. Management Problems in The Factory 
of the Future 
A great mass of information was gathered, refined, and 
prepared. The services of McGraw-Hill’s Washington Bu- The Technology is Ready for The Factory 
reau, Economics Department, and World News Service of the Future 


were employed. 


Then Factory’s editors and design-layout men went to The Factory of the Future is Here Today 


; ; — Piecemeal 
work preparing the best presentation of the facts. . 


From it ome sand April issue of Factory... “The Fac- This 99% Automatic Plant is Running Today 
tory of the Future” issue. 


How Plant Services Will Match Tomorrow's Needs 





REPRINTS AVAILABLE 


Today's New Product Materials Are Ready For 
As this issue started to develop, and management 


The Factory of the Future 
men heard about it, a demand for reprints grew. 


FACTORY received orders from plants, from con- ” eA) : ; a ‘ 
sultants, from research centers, from engineering he Atom is Now Helping Shape The Factory 
schools: of the Future 

Therefore, FACTORY prepared a special 100- 
page reprint which includes the whole main editor- 


ial content of the issue. And FACTORY is offering 
this reprint for use in management planning, The ANG 6, R | 
price — 50¢ each, lower for bulk orders. ABC - ABP 


For reprints, address The Editor, FACTORY, SAO CERER Oe 
330 West 42nd Street, New York 36. 








330 West 42nd Street, New York 36, N. Y. 
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nandliing ads without relerence i 
h scores 

place is in the maga- 

devoted to materials 

and packaging methods 
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Goodrich offers a TW 
Plan (that's tire and 
| analysis) that “points the way 


ngs for all materials han- 





q Six square-ups show vari- 
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handling activities which will 
) MalVvzZ spec ially-trained fo; choosing the Mercury “leep” 


BFG  specia They'll “study : the back deer? e 
jour equipment. floors and handling COMPARE... _ 
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mendations regarding tire and whee l 


fype and sizes 
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We like it written by CHARLES . : 


ARRAN and JACK GERBER, Griswold 


Co., Cleveland 


*&We also like the U.S Rubber 
What's U. S. Rubber do ng jor 


handling? Picture-caption 














the main picture has drama, 
ind the belt is described as being 
1? ncehes wide 1.984 feet long 
veight 18 tons It replac ed another 
belt (shown in another picture) that 


} ] 1 92318 mil 2 
led 231,818 n s in 2l ick : decrease tractor-shovel mainte- 


had hand 
ars, and had delivered over 17 t t nance.” In addition to a picture 
llion tons of coal. The third pic- h ef { i of the shovel, there’s a pictograph 
follows which explains how the shovel 


aptioned a 
‘eliminates 1200 turns in a normal 

Written by WARREN R. DIX, account 8 hour shift 
executive, Fuller & Smith & Ross Not a wonderful layout, but that’s 
not the fault of the copy writer, 


Cleveland 
who is EMERY E. DOBBINS of Dobbins, 


*A half-page on International Woodward & Co., South Orange, 
Crawler Tractors, Service Supply N. J 
Corp., caught ine tle bs “Compare And we also like the Brainard 
Very interesting copy, by WILLIAM Lodover with any front end ad, half of which is a picture of a 
GOLDEN pywri at Fletcher D tor shovel OK salesman entering a receiving room 


Richards, I New York : ae The 


use the back door?” Here’s the 


&Fine spread by Westinghouse 
answel 


question is “Why does Jack 


study from one of its own 
Coordinated ele 
conveyors boost 


Captions tell 


Then there's the offer of a book- 
let with a selling title “How to 


ncerease_ tractor-shovel production, 





Dad, let’s get one of these 
electronic computers. 
I've got a problem 
in inertia. 


HAT’S the kind of acceptance a manu- 

facturer dreams about. But there’s a 
hitch in this electronic dreamboat. The 
gadget costs around $8,000! Although Dad 
may be a doting parent, he isn’t likely to 
gratify Junior’s whim. Yet he and Junior 
and millions like them are exposed to 


advertisements which offer costly, special- 


ized equipment without home utility. 

The Business Press is the place for such 
advertisements. That’s where you reach— 
at moderate cost—pre-determined pros- 
pects. There are business magazines for 
every advertiser, edited for special-interest 
audiences . . . readers who are ready to be 
told—and sold. Ask your agency for 
recommendations about the right business 
magazines to reach your logical markets. 


Or write us for suggestions. 





———— P 

N BP 
i 
| 


The national association of publishers of 130 trade, 
technical, scientific and professional magazines, 
having a combined circulation of 2,969,571... 


— 
audited by and (QJ... serving and promoting 
! { 


the Business Press 


of America... bringing thou- 


NATIONAL 


1001 FIFTEENTH 


BUSINESS PUBLICATIONS, INC. 


ST., N. W. © WASHINGTON 5, D. C. © STerling 7535 


sands of pages of specialized know-how and 139,725 
pages of advertising to men who make decisions 
the trades, sciences, industries and professions 


pinpointing your audience in the market of 


choice. Write for complete list of NBP publication 








aw, forget it Republic Rubber: Good narra- 


Here's some indirect tive 


der a load of 


Bethlehem 
lling 


A few more interesting materials- 


handling ads culled from elsewhere 
Big photo of 


American Chain: 
“Lock 


bundling chains. Headline 
Copy 


‘em and leave em.” 
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‘Crane cuts costs 
66-2/3 . boosts shear production 
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Mercury: The layout device (see 


Roebling 
made for 
cut) is one we'd have said was aw- 


we've ever 
But the copy tails 
with talk about 
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lasting rope 


ful if you'd described it to us, but 


} 
ndustrial use 


we think it came out all right. 
The Copy Chasers 


Illustration is a 


Yale & Towne 
cartoon of some native bearers us- off at the start 
ing a plank as a lever to lift an el “we've been making rope for more 

years.” 


1e- 
phant which has spread-eagled un- hundred 


than a 








about SELLING Now 





For the more you know about selling, the more you don’t 
know about selling in today’s vastly changed markets. 

Suddenly the sales end of all business (and you are in 
selling, if you’re in business) has become the key to your own 
and your nation’s continued prosperity. But— what's new about 
selling now? 

Fortunr, the magazine that covers business news-in- 
depth, has just begun a series of articles on Selling in Today's 
Economy which shows every promise of becoming a definitive 
“source book” on the subject. 

These Fortune articles have little if anything in common 
with other things on selling you have read, 

The editors of Fortune are not specialists in selling —nor 
do they pretend to be. They are not writing a “how-to-do-it” 
series (in the ordinary sense of the phrase). What they are 
doing (for the first time on this scale in their 22 years of pub- 
lishing) is to apply to the great lore-laden subject of selling 
their peculiar and special talents as first-rank business journal- 
ists with unique experience in their trade. 

{ddressed to the general executive reader as much as to 
the salesman, the series goes far beyond the usual “how-to” 
services, to position selling as an economic force . . . to investi- 
gate the mysteries of “saleability” from design to final trans- 
action ...to help you and your firm lay strategy to face the 
tighter markets, heavier inventories and more cautious buyers 
just ahead. 

For example, an article in the upcoming May issue exam- 


ines the changing salesman—and finds he is not dead, but 


CC 


DO YOU | 
HAVE THE | pay salesmen? 








How, and how much, do successful firms 


Does a good salesman prefer security or 
ANSWERS high dollar income? 
TO Can advertising and merchandising replace 
| personal selling to move what you sell? 
QUESTIONS * Will door-to-door selling become profit- 
LIKE | able again? 
THESE? * How can good sales help best be recruited? 





— Here are just a few of the specifics covered in Help 
Wanted: Sales, the May article in FORTUNE’s new selling series 


hortun Where Business Concentrates 
on Business News-in-Depth. 


Editorial and Business Offices, 9 Rockefeller Plaza, New York 20, N.Y. 





would fill an order book— 


there is a dearth of him. Here, you'll go far below the surface 
of personal selling to test the validity of many a sales manager's 
thinking, to question the present place and prestige of the sales 
force in your firm. 

In later articles, you'll read reports in-depth on merchan- 
dising, heavy industry and retail selling, advertising, market 
research —reading that will bring you insight and a wealth of 
inspiration for your own career—reading you'll do for pleasure 
as well as for profit. 

* * * 7 

The people who read Fortune like to read. In fact, it’s a 
Fortune tradition to supply reading that’s as interesting as it 
is important to thinking men of management in any field. Every 
month, FORTUNE reports the epic, fast-changing story of our 
industrial civilization — logically organized, beautifully pre- 
sented, crammed with new thinking: 

The monthly Business Roundup is the best-based short 
and long range look ahead in type today, Labor brings you the 
best labor reporting available anywhere—and other depart- 
ments keep you up to date on essential, provocative news about 
New Products and Processes, People and Technology. These 
features add continuity to the definitive articles of venture and 
adventure, in-and-about Business, which are the long-famous 
foundation of ForruNe’s continuing story. 

So if you like reading which has depth and pace and color 

.. if you have or aspire to a management-level job... then 
FORTUNE is for you. (Seriously now, how long has it been since 


ydu invested anything in your own career?) 


The coupon below entitles you to a year’s subscription 
(including the Selling series) at a saving of $2.50. Mail 
it at once and your first FoRTUNE can be the May issue. If 
your future is worth a modest investment, this is a very 
good offer indeed. 


MAIL TODAY — Not valid if received after May 10 
To 
Fortune Subscription Service, 
Denver 2, Colo 


Send me Fortune each month for the next year, beginning with the May 1952 
issue containing the article Help Wanted:Sales. This coupon entitles me to an 
introductory rate of $10 (Fortune is regularly $12.50 o year, $1.25 a copy.) 


MY NAME___ 








STREET__ 
santa ccc NO 
| ENCLOSE $10 O BILL ME LATER 






































who does the chemical engineer \ove? 


Away from the chemical process plant lustrial market, show their affection $7 billion on new plants and equipment 
he's Just like the rest of us with a « tlow of subscription .. over $30 billion for raw materials. 
nore than they send to any e your sales matching the growth trend 

ion in the field of America’s fastest-moving market ? Ask 


the Chemi il Process In S...or vour agency .. to tell you just 


€ hemical Engineeiing ABC * ABP 
\ MeGraw-Hill Publication, 330 West 
1 Street. New York 36, N.Y 
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Chapter activities 
of the National Industrial 
Advertisers Association 


Nominate Wedereit for president 


NIAA committee names Dolson, 
McCallum, Sproull and Wright 
for vice-presidents in ‘52-53 


® NEw york . . Gene Wedereit, di- 
rector of advertising, Girdler Corp. 
and Tube Turns, Inc., Louisville, 
Ky., has been nominated for presi- 
dent of the National Industrial Ad- 
vertisers Association. 

He was nominated by the NIAA 

nominating committee, headed by 
Carl D. McWade, advertising man- 
ager, Skilsaw, 
Inc., Chicago, 
and president of 
the Chicago In- 
dustrial Adver- 
tisers Associa- 
tion. 

Mr. Wedereit’s 
name headed a 
slate of officers 
for the 1952-53 fiscal year submitted 
to the NIAA executive committee at 
a meeting here. Officers will be 
elected June 30 at the annual con- 
ference in Chicago. 

Mr. Wedereit has served in his 
present position at Tube Turns and 
Girdler since 1943. Previously he 
had served for 13 years building a 
creative service department at E. F. 
Schmidt Co., Milwaukee lithograph- 
er, where he was vice-president in 
charge of creative service. 

George Black, public relations 
manager, Cooper Alloy Foundry 
Co., Hillside, N. J., was nominated 
to serve as_ secretary-treasurer. 
Both offices are for one-year terms. 

Nominated for two-year terms as 
vice-presidents were J. Whitford 
Dolson, Hercules Powder Co., Wil- 


Wedereit 





mington; Winston H. McCallum, 
Douglas Fir Plywood Association, 
Tacoma; William C. Sproull, Bur- 
roughs Adding Machine Co., De- 
troit; and Frank Wright, Cockfield, 
Brown & Co., Montreal. 

Vice-presidents serving their sec- 
ond year will include Kenneth J. 
Bayer, Oakleigh R. French & As- 
sociates, St. Louis; W. B. Montague, 
U. S. Steel Co., Pittsburgh; and A. 
R. Tofte, Allis-Chalmers Mfg. Co., 
Milwaukee. 


NIAA research institute 
clinches $75,000 goal 

® NEw yorK .. The NIAA Indus- 
trial Advertising Research Institute 
will surpass its goal of $75,000 in 
research funds. 

At IM press time, the institute 
had received 272 pledges totaling 
$74,000 from industrial advertisers, 
agencies and publishers. Upon 
reaching the goal, the institute 
planned to send invoices immedi- 
ately to companies that have 
pledged funds. 

When the cash has been put on 
the line, a board of trustees will be 
elected . . probably before the an- 
nual NIAA conference opens June 
29 in Chicago and in time to present 
a chairman of trustees to the con- 
ference. 


Ohio Valley industrial ad 

conference opens May 22 

® cincinnati . . Advertising, sales 
and publishing executives will re- 
examine industrial advertising prac - 
tices at the fourth annual Ohio Val- 
ley Industrial Advertising Confer- 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey. Jr., president 
Blaine G. Wiley, executive secretary 


A demonstration of how to demonstrate 
industrial tape was put on by J. A. Mayer 
(right), manager, Philadelphia Graybar 
House, at a clinic on better sales tools 
for the distributor, sponsored by the East- 
ern Industrial Advertisers in Philadelphia. 
In the audience were Bert Lattimore (left) | 
and Joseph Goundie, assistant advertising 
managers, E. I. du Pont, Wilmington, Del. 


ence May 22 sponsored by the Cin- 
cinnati Industrial Advertisers Assn. 

-The conference, which in 1950 
won a $500 McGraw-Hill award as 
the second best chapter project of 
the year, will conclude with an in- 
novation . . a cocktail party held by 
industrial advertisers for publish- 
ers. Usually publishers are hosts. 


NIAA conference to probe links 
of distribution, advertising 


@ cuicaco .. The relationship of 
sales and distribution problems to 
successful industrial advertising 
campaigns will be discussed by sales 
and marketing executives at the 
30th annual conference of the Na- 
tional Industrial Advertisers Asso- 
ciation opening here June 29. 
Among those scheduled to speak 
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NIAA NeCWS 


on these relationships are H. D 
Bissell, director of merchandising, 
Minneapolis - Honeywell Regulator 
Co.; George Stineback, 
Polyken division Bauer & Black, 
Chicago; Cary H. Stevenson, vice- 
president, Lindberg Engineering Co., 
Chicago; and John S. Hawley, mar- 
keting manager, Shakeproof, Inc., 
Elgin, Ill 


The speakers will discuss creation 


manager, 


of new distribution facilities, intro- 
duction of new products, develop- 
ment of new markets, and merchan- 
dising of advertising programs to 
sales organizations 

Fairfax M. Cone, president, Foote, 
Cone & Belding, will speak on pub- 
lic relations problems of business at 
a luncheon July 1. His talk will be 
followed by a panel discussion of 
the same topic. Panel chairman will 
Black, Cooper Alloy 
Hillside, N. J 


Orwig, vice-president, 


be George 
Foundry Co., 
Henry I 
media department, Buchen Co., will 
preside at a panel on export adver- 
tising. The Industrial Marketers of 
Cleveland will handle a clinic ses- 


sion on visual aids 


Highest Attendance . . 


1,000 members tell NIAA what 
kind of research they want 


More than 1,000 
members of the National Industrial 


@ NEW YORK 


Advertisers Association have re- 
plied to a questionnaire mailed to 
them by the research planning and 
control committee headed by Rich- 
ard C. Sickler, chairman, industrial 
advertising committee, E. I. du 
Pont 

A return of 45 


mailing of questionnaires to 3,500 


iS expected ona 


members 

Purpose of the questionnaire is to 
provide NIAA Industrial Advertis- 
ing Research Institute with an ac- 


curate compilation of advertising 


92 / industria Marketir 


projects, and a survey of the areas 
in which such research is needed 

Results of the committee’s study 
will be presented at the NIAA con- 
ference in Chicago. The survey 
will then be turned over to the in- 
stitute for evaluation and use. No 
results will be made public until 
released at the conference probably 
on July 1 

Members of the committee, in ad- 
dition to Mr. Sickler, include J. F 
Fitzsimmons, commercial 
manager, Allis-Chalmers Mfg. Co.: 
Henry G. Erck, vice-president, Van 
Sant Dugdale & Co.; Dr. Albert D 
Freiberg, vice-president, Psycholog- 
J. Wilcox, assistant 


research 


ical Corp.; R 


advertising director, U. S. Steel Co.: 
J. Stanford Smith, ad manager, Ap- 
paratus Dept., General Electric; 
Wroe Alderson, president, Alderson 
& Sessions; John C. Maddox, assist- 
ant to the president and director of 


research, Fuller & Smith & Ross. 


Trade show users ask more data 
on exhibit techniques . . survey 


® NEW YorK .. Industrial show ex- 
hibitors are more interested in ex- 
hibit techniques than in any other 
aspect of show problems, a survey 
of 688 


vealed. 


industrial admen has re- 


The survey was conducted by the 





How industrial advertising 


paid off 


This is the eleventh in a new series of 
case histories collected by the committee 


on advertising effectiveness of the NIAA 


By C. W. Waterman 


® CONTRACT CANCELLATION left an 
inventory of 58 portable, gasoline- 
driven belt Built of 
steel, they were outmoded in theit 


conveyors 


accustomed market by an aluminum 
frame conveyor 

The problem was to find a market 
in which the extra weight would 
not hurt sales and to sell out the 
inventory without excessive cost. 

Our salesmen were offered a 10° 
commission on the unit price of 
$250. After several months they sold 
two. of which one came back. The 
inventory stood at 57 conveyors, to- 
taling $14,250 

The advertising department 
checked several fields and decided 
that the stone and gravel industry 
needed strength rather than light 
But the 
The trick 


weight in any conveyo1 
market was scattered far 


was to locate buyers without ex- 
cessive cost 

We mimeographed a letter, printed 
a one-page, illustrated, descriptive 
sheet in one color and mailed the 
combination at third class rate. Lots 
of 500 letters were mailed ten days 
apart until a trend could be deter- 
mined. Then, the mailing went out 
in lots of 1,000, until the conveyors 
were sold. 

The day after the first mailing, 
the first sale was made by long dis- 
tance phone call. The next two 
sales were by telegraph, two days 
after mailing. Sales were steady 
but slow thereafter. The list in- 
cluded 4,200 names. Not all con- 
veyors were sold when the mailing 
was completed. So, the mailing was 
repeated with the identical letter. 
Finally, after a third repeat was 
10,560 
mailed, 52 conveyors 
Meanwhile, salesmen had picked up 
five orders on their own. 

The total direct mail costs, ex- 
cluding overhead (which was carried 


started and letters were 


were sold. 


aS a department expense ) averaged 
$16.24 per conveyor, compared with 
sales commission of 10% or $25. 





j coming? 
bout the fight for sales that's 
How abov 


How do | demonstrate effectiveness these days? 


markets? 


ign 
A new campaign to capture foreig 


New 5 i 
vyers in markets, when and wh 
° and where? 


o % | 


You and Your Job Will Benefit 
at the Chicago NIAA Conference 





The conference program is set up to help you with present and future job 
problems of the “Fighting Fifties” — to arm you with result-producing ideas for 
helping your company. 

In stimulating sessions, speakers and panels of wide experience and authority 
will discuss these subjects of vital interest to you: 


merchandising post-war marketing problems research 
distribution product development promotion publicity 
public relations promoting free enterprise exhibits 
export advertising client-agency-media relations budgets 
motion pictures direct mail-technical literature visual aids 


From Sunday, June 29, through Wednesday, July 2, the program is jam packed 
to make your investment pay big dividends. Nowhere else could you get more 
practical job help and good fellowship for so little. 

Send in your advance registration today and save $5; also your hotel reserva- 
tion card to assure accommodations at conference headquarters — the Palmer House. — July 
Extra pre-conference registration cards available for your associates wanting to save on the ye pie ae 
$5. “Town Meeting of the 

Air” coast to coast. 
You may be one of 
NIAA’s radio stars. 








Plan NOW to Attend 


NIAA’s 30th Annual Conference 


June 29th to July 2nd 
Palmer House, Chicago 
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conventions and exhibits committee 
National Adve 


Association com- 


of the Industrial 


tisers which has 
preliminary tabulation of 
results. Arthur C. De Vorn of De 
Vorn Displays, Cleveland 
man 


Of 2,164 


questionnaires 


pleted a 
is chair- 


admen who received 


mailed from the 
committee, 688 replied. Respondents 
were offered a list and were asked 
to check their major interests rela- 
Some 43°, 
first preference to the development 
tech- 


tive to shows gave thei: 
if information on exhibit 
niques 38° checked 


exposition attendance to 


auditing of 
provide 
certified information on 
and 19°, checked a 


project to bring about improved op- 


uniform 
show audience 


erations by show management 


For the 


admen 


second most important 


interest voted as follows 


1] checked a 


show 


project to improve 
management; 33 checked 
exhibit techniques; and 26‘, voted 
for extension of audits 

Of the 688 respondents, 71 were 
Of the remain- 
admen, 137 that 
exhibit whereas 480 

and listed 1,918 national 


1.710 regional shows and 1,- 


agency executives 
ing 617 


do not 


said they 
said 

they do 
hows 


317 local shows used 
The 


their 


advertising agencies ranked 


major interests as follows 


60 voted for trade show audits 


30 for information on exhibit 


techniques; 10 for improved op- 
erations by show management 


Many 


standardization of 


asked _ fon 


respondents 


show rules, and 


in particular liberalization of rules 


to allow full use of 


cubic space 
Others suggested better trade show 
promotion to improve quality of at- 
tendance A 


suggested better evaluation of space 


considerable number 


costs and separation of auxiliary 

costs from space rates 

will be turned 

NIAA 

committees for further 
In addition to Mr. De 


include 


The survey report 


over to one of the research 
development 
Vorn 
Harry J 
exhibits 
Steel Co 
Scott 


com- 
mittee members 
manager and 


U. S 


Anderson, 
section 
Charles D 
keting service department 


Electric Co Schenectady N. Y 


display 
Pittsburgh mar- 


General 


GRO 2 
NIAA 


+ At least 19 awards (including 
a dress shirt and vest set for the 
best all-around display of business 
paper ads) were scheduled to be 
presented at the Sixth Annual Na- 
Advertisers Asso- 
Cleveland, 


Industrial 
conference in 


tional 
ciation 
June 13 

Industrial 
agencies had the 
compete for these awards: 

A sterling silver cup offered by 
INDUSTRIAL MARKETING for the best 
of industrial advertising: a 


advertisers and _ their 


opportunity to 


exhibit 
sterling cup from McGraw-Hill for 
best exhibit of an industrial adver- 
tising barometer of- 


fered by Putman Publishing Co. for 


campaign a 


the best business paper ad; and a 
sterling cup offered by Combustion 
Publishing Co 
advertising 


The 


delegates to the conference in pro- 


for best institutional 


chapter sending the most 
portion to total membership was to 


NIAA. Other 


best direct mail, 


receive a cup from 


contests included: 


best use of color, best advertising 


CBD 
pa > a 


of a product neither manufactured 
nor processed but delivered in its 
state (offered by 
12 ads 
appearing in a transportation pub- 
lication, best copy for directory or 


natural or raw 


Coal), best series of 6 or 


reference media, best series of three 
or more ads featuring general in- 
dustrial or power plant equipment, 
best 12 ads of performance copy, 
best practical speech made at the 
convention, best series or group of 
ads (submitted by an agency) in 
which concrete sales ideas are pre- 
pictorially, best 12 
advertising featuring 


sented pieces 

of industrial 

news 
And, to 


reservation to 


everyone who made a 
attend the 


Engineer 


confer- 
ence, Explosives would 
present a leather covered notebook 
with fillers. 

The 
Can advertising 
perity? W. S. 
the program committee, prophesied 
that 500-600 
pected to attend. 


main conference question: 


underwrite pros- 
Hays, chairman of 
ex- 


delegates were 





adver- 
promotion, Clark 
Equipment Co.; and W. F. Weimer, 
advertising manager, Rockwell Mfg 


Oakes. 


sales 


Russell F 
tising & 


manager, 


Co., Pittsburgh 


Company Employe Publications 


Blaine G. Wiley 


100 NIAA admen tell students 
about industrial advertising 


® PITTSBURGH A speakers bureau 
that has provided admen to address 
students at 18 colleges and univer- 
sities will compete for the annual 
McGraw-Hill award honoring the 
best project by a chapter of the Na- 
tional Industrial Advertisers Asso- 
ciation 

The bureau will be the McGraw- 
Hill award entry of the Industrial 
Advertising Council of Pittsburgh, 
which has been developing the bu- 
reau for the past three years. Guest 
lecturers in industrial advertising 
are supplied through the bureau to 
schools in Pennsylvania and adjoin- 
ing states. The purpose is to im- 
prove training in industrial adver- 
tising and to help attract students. 
been sent 


Guest lecturers have 





Conover-Mast Purchasing Directory Gets You 


Your Full Share of Buying Inquiries by 


KEEPING YOUR NAME § ——- 
BEFORE PLANT and 
ENGINEERING MEN 


as well as Purchasing Executives 





The “Survey of Industrial Buying Practices” of the Na- CMPD GETS YOU INTO THE PLANT 


tional Industrial Advertisers Association definitely proves “Due to its handy size, it is our favorite. Always 
a . ce ; : ’ sis at my right hand.” 
that 58 per cent of industrial buying inquiries come from Ww Fisea ke Wasi Bibanicd Whi 

Rockwell Mfg Co., Norwalk, O 
“As much a part of our everyday use as the slide 
r 7 , F : rule.” 
Now note how Conover-Mast Purchasing Directory cir- C. W. Robinson, Asst. Pl. Engr 
lati llel ind ial ¢ ‘ The Trane Co., La Crosse, Wisconsin 
culation parallels industrial inquiry placements: “Standard equipment with us.” 

" = > J. W. Anderson, Supt 
Plant and Engineering Executives 557, Grinnell Corp., Cranston 7, R. I 
Purchasing 43° “Very comforting to have in this office for the use 
° of our equipment selection engineers who have 

All Other Yi A become accustomed to the completeness and usability 
eer of this directory.” 


Total 100°, - William F, Call, Gen, Pl. Eng 


Chevrolet-Cleveland, ¢ letland 9,0 


Through the Conover-Mast Purchasing Directory you tap “Because of its completeness and simple indexing, 
: % , . a it is of great value to us.” 

all sources of industrial buying inquiries not only A. Butler, Jr., Dir. of Engr., 

. 7 - le Alkali Co., Central Engineering Dept 
purchasing, but plant and engineering as well. Painesville, Ohio 

“The one we usually refer to first.” 

That’sa > > reaa » 34 fe enah « _— =e oo Marshall G. Edward, Plant Pur. Age 

That’s one of the reasons it is such a powerful, positive Armstrong Cork Co.. Jackson, Miss 


plant and engineering executives. 





business producer. Let us tell you what it can do for you. “Because of its completeness and usability it is 
' ‘ . used here to great advantage.’ 
No obligation. — C. §. Glasgow. Chief Tool Engineer 
Douglas Aircraft Co., Santa Monica, Calit 
“Great help in contacting and purchasing.” 
— T. Glynn, Pl. Tool Engr., 
Otis Elevator Co., Harrison, N. J 











CONOVER-MAST PURCHASING DIRECTORY GIVES 
Con OK (Tf Nas YOU 60% MORE MANUFACTURING CIRCULATION 


THAN THE NEXT DIRECTORY TOTAL 


CIRCULATION 
cmp> ff peer 2. 25,011 CCA 


— 43,006: 19,943 ABC 


DI RECTORY REGISTER 


MacRAE'S | vo ABBE 18,354 CCA 


auomer[ | 
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advertising | volume 
in business papers 


| 4 


* 
"i 
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(in pages) over 1951 


April volume 104 


1952 page change °%e change 


Grand total 35,084 


Year to date volume 11.6’, (in pages) over 1951 


1952 1951 page change % change 


134,466 120,467 


Grand total 13,999 + 11.6 


Total paid advertising, including classified 


April pages ' es to date 
Industrial group 


Four-month totals up 11.6%; 
April ‘52 is 10.4% above ‘51 


@® APRIL advertising volume for 266 
business papers gained 10.4%, or 
3,315 pages more than April, 1951, 
total of 31,769 pages 

So cumulative totals for the year 
are higher than monthly totals .. a 
gain of 11.6%, or 13,999 pages above 
the first four months of 1951. 

All groups showed an increase, in 
the following percentage and page 
figures: 162 industrial papers, 2,353 
pages, or 11.9% in April; 14.9%, or 
11,069 
months. 


pages for the first four 

Seven product news pub- 
lications, based on one-ninth page 
units, were 14.3% or 350 pages up 
in April, 13.6% or 1,268 pages up for 
The 53 trade publications 
gained 6.9% or 410 pages in April, 
4.2% or 958 pages for the year. 

The 25 class publications showed 
an increase of 3.4% or 87 pages in 
April, 4.2% or 409 pages for the first 
four months 


the year 


The export group, 18 reporting, 
gained 11% or 115 pages for the 
month, 6.9°% or 295 pages for the 
year 


April pages Pages to date 
192 fest 1952 1951 
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Cover photo April issue: J. W. Armour, Director of Interna- 
tional Harvesters Manufacturing Research Department 
which has cut 1.H.C manufacturing costs by many mil- 
ions of dollars while simultaneously improving quality 
of products—through the application of tool engineering 
principles. 











PUBLIGATION GF THE AMERICAN SOCIETY OF TOOL ENGINEERS, 
ASTE BUILDING. 10700 PURITAN AVENUE, DETROIT 21, MICHIGAN 


ABC Circulation—over 20,000 members of the ASTE 
Advertising per issue—over 50% increase in past six months 
Home Readership-—over 80% (by individual request). 














Total paid advertising, including classified 


April pages Pages to date April pe P 5 te dat 
isk if 1952 1951 Trade group 1982 = Tis 1982 a 1951 





Industrial_group 


Fomee to date 
1952 1951 





A 
Banking 
Bilbo 


ain & Fo ast Food Servi 
11 Management 
he pam 


5 or (w.) (9414 
w Works 7 ] y Industrial M Sib ting 
3 Engi neer on ‘ 2 24: Journal of the American Medical 
" : 2 O SF Associ ation (w.) . 
Medical Economics (4!/4x634) 
; Modern Beauty Shop 
Western Indus 63 = ( Modern Medi one (semi-mo.) 
see see 9 87 (4/4x634) 
Wants Wer rker 55 y 2 Nation's Se nools 
World Ot sis im 2 237 Scholasti c Coach 
Tas 7 SMa BEIGE” Tish School E executive — School 
Total 2 é ‘13 a, Pa he Equipmen 
What's New in Home f 


April pages Pages to date ue : 
Product news group 1992 Pores! 1952 1951 ors heey 
ril pages Pa es to date 
+ igu res for product news _ infor mation publications are reported in rt_group 13 2 1951 1952 1951 
9 page units (approx. 314x434"') . . not in standard 7x10" pages 
Heck rical Equipm ‘ 394 329 1498 1263 r. A 








Jtorobile (overseas ed 
Industrial Eq 857 37 296 American Exporter (2 ed.) 
Industrial Maintenance ..... 183 nerican Exporter Industria 
New Equipment Digest .... : 726 2210 (2 editions) 
Plastics World ; 225 y utomovil Americano 
Product Design & Development 323 97 5 vaminos y Callies - 
Transportation Supply News ... ' 90 314 on lH (quarterly) 
7 aA” Ti — sn CoO “> Ant e\ 
Total . . 2,798 2,448 10,588 9 Hacienda (2 editions) 

. sor ital 
April pages es to date 
Trade group 1982 1951 1s 2 1951 
Air Conditioning & Refrigeration a 

News (w.) (11% i sais 14 §58 5 8? 2 217 Pp : = 
American Artisan a ’ 07 227 73 - rma Inte pr oie aaron 
American Druggist » SES 100 7 4 R rea Latinoamericana 
American Lumberman & Buildin evista ota? a 

Products Merchandiser (bi-w re . 1 $422 §407 
Boot & Shoe Recorder (semi-mo.) 194 192 J Boia | nl 
erg | Supply News ......... 173 153 75S Textiles Panamericanos 
Chain Store Age Total 


Admi nistration Editi on Combina 
des special issue ‘Estimated “Two sues ‘Three issues 


tions ; 3 2 
Druggist Editions §1 f 344 our issues ‘Five issues 7x1) units, so 1s pages 
General Merchandise — The above figures must not be qu oted or reprod iced without 

Variety Store Editions . 9 3 on 
Grocery Editions rm Implement News figures receive © late to be included above 

Depa: tment Store Economist 195} 2 1, me 
c Engineering 668 pages 
aler igures ) 
Merch and. sing (9x12) 
Electr: oak Wholesaling -- 
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7OU SURE DID, Jocko, and there goes a week’s 

priority defense production, all shot to hell. But 

we chiefs can’t hold a guy like Jocko responsible — 
not if we have all our marbles. 

That’s why the trend today is to put the brightest 
mechanic in charge of lubrication and not trust it to 
a grease monkey. Why? One little slip, and zingo, 
the whole plant can be knocked out — at least tem- 
porarily, 

So smart engineers in larger plants see that this 
key spot is filled by a man who keeps on his toes 
about lubrication practices. Instead of monkeying 
around, he keeps log sheets of all oil and grease 
changes, watches supplies so they're not contami- 
nated, and so on. In smaller plants, engineers assign 


the oil can to a well paid mechanic who at least 


170 


Guess | 
Forgot 
To Oil It 


knows how to overhaul a bearing. A guy like that 
makes each drop of oil strike home — and he never 
misses squirting that drop to the right place, at the 
right time. 

If one bearing failure can be so expensive, what 
cheaper insurance can a chief buy against break- 
downs and costly wear than smart, well paid help? 

Monkey business and lubrication don’t mix. It’s 
either one or the other, but never both. 


Engineer 


POWER * MAY 1952 




















\ T LEFT Is A PAGE from the May issue of Power... a regu- 
lar department written by “George Edwards, Engineer.” An intriguing 
episode from a lighthearted series, it holds a sober message for our 


friends in the advertising field. 


We think so for two reasons: 

1) No matter how extensive and useful their premise, the cool 
and accurate facts are no longer enough when Power editors set out 
to intrigue the industrial reader. They know they must hook him, 
hold him and reward him. Otherwise he may depart quickly, return- 
ing only for short and shallow visits. 

2) But when the hook is enticingly baited and skillfully cast, 
he loves it. For over twenty years, George Edwards has spun his 
homely, job-wise truths in Power. Today he scores near the top in 


readership; he gets plenty of mail and phone calls. 


Like all other top editing, Power forms a warm and highly personal 
link with its readers (more than 45,000 men who maintain the flow 
of power to all industry). That alone inspires readership and con- 
fidence in the highest degree . . . the two most valuable things you 


buy in an advertising medium. 


if you want to move a product, put Power behind it 


A McGRAW-HILL PUBLICATION . ABC + ABP 
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GE attracts 10,000 customers 
to lighting display center 


@® morRE THAN = 10,000 
building contractors and production 


experts have visited the Lighting 


engineers, 


Mobilization Center since it was 
established a year ago by the Lamp 
Department of General Electric Co 
in the Cleveland suburb of Nela 
Park 

The center was established as a 
focal point for all the demonstra- 
tions of seeing and lighting essen- 
tial to industrial applications. The 
display is not open to the general 
public. Lighting directors of lead- 
ing electric utility companies 
throughout the country comprised 
the first audience 

The center is designed to attract 
everyone whose decisions or efforts 
determine the lighting conditions 
under which others work, live, and 
learn 

The success of the 
center at Nela Park has led to the 
construction of a similar traveling 


permanent 


display which will tour the nation 
for showings under local sponsor- 
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ship to restricted audiences. Spon- 
soring groups receive a_ publicity 
package of sample releases that can 
be completed by inserting the cor- 
rect names and dates in the appro- 
priate blank spaces. 

Heart of the Nela Park permanent 
display is a room, approximately 30 
feet square, with a seating capacity 
of 90 persons. The 12-foot high 
ceiling is fitted with a variety of 
lighting 
proper light applications for greater 
visibility Wall 
signed to illustrate a lighting func- 


systems to demonstrate 


murals are de- 


tion. Two adjoining areas are de- 
voted to specific lighting demonstra- 
tions, displays and recommended 


fixtures. 
Introduce business cards 


in natural color 


Natural-color business cards have 
been introduced by Marks & Fuller 
Rochester, N.Y 

The backs of the cards have a 


. _ 


ideas 


booklets ff direct mail 


slide films / sales helps 


color reproduction from a Koda- 
Ektachrome 1 
transparency. The picture can be 


chrome, Ansco 


scenic, or portray the product or 
whatever else the customer may 
The face of the card 
is the familiar business card listing 


want to show. 


the bearer’s name, company, posi- 
tion and similar information. The 
card is aimed at increasing intro- 
ductory retentiveness 


Fishing for information? 


Bait hook with dollar bill! 


When G. M. Basford Co., New 
York agency, needed marketing in- 
formation in the metalworking in- 
dustries, it hit upon an idea that 
clicked . . dollar bills. 

Questionnaires were sent to 282 
production executives. Attached to 
each form was a crisp dollar bill. 
Within two weeks returns were re- 
ceived from 214 executives, includ- 
ing 50 who returned the dollar. 


Correspondence courses 


train dealer salesmen 

Correspondence schools as a 
means of climbing the ladder of 
success have been a part of the 
American scene for a long time. 
Now the Armstrong Cork Co., Lan- 
caster, Pa., has adopted this system 
to train acoustical contractor sales- 
men to be more effective. 

The 14-lesson course, which is 
available without charge to ap- 
proved salesmen of authorized deal- 
ers, includes a comprehensive range 
of subjects related to acoustics. The 
company’s “Acoustical Contractor’s 
Sales Manual” is the course text- 
book. Additional pamphlets and 
other informational material are 
supplied by Armstrong as needed. 

The student salesmen are _ re- 
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How Two Way Tah Bock Speakers 
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Roadway Budgets Are Much Large: 


What Is 
WOUSTRIAL TRAFFIC MANAGEMENTS INTEREST 
in Transportation? 


How Car Servwe Rules Are Used to 
Promote Freight Car Efhiency 
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How the C&O Keeps ts 
Maintenance Machines in Good Repas 


New Cars for New Havens 
Tratders-on-Flats Service 
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Paid railway circulation of RAILway AGE now 10,516, 
an increase of §136 or 95.5% over May, 1950. Sub- 
scription renewals remain at a high 84%—proof of 
the vital importance of RaAttway AGE to railroad 
management. 


Railway management men themselves play a part in 
Raitway Ace's editorial leadership. If you look 
through some issues of Ramtway AcE, you'll find 
articles by railway presidents, vice presidents, comp- 
trollers and operating, traffic and purchasing execu- 
tives. Almost invariably, the subjects of those articles 
are discussions of improvements to service and facili- 
ties that involve some new or improved material or 
equipment. 


laCcYololol lola t-te Mola Xeli Moh Miuccla Ciilate Information 
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paid railway circulation up 95.5% 


over May, 1950 


Why railroad men vote for RAILWAY AGE 
as “most helpful to the industry” 


Raitway AcE is the only business publication that 
covers the whole field of important railway develop- 
ments weekly, while the news is still news. 

It is the recognized clearing house for information 
on improved procedures and modern management 
methods — the authority on railroad matters. This is 
true because Raitway AcE is part of the business of 
railroading. It provides top mandgement men and 


traffic, operating and other departmental executives 
with the current railway information they must have. 

When a business publication steadily gains in paid 
circulation among its primary readers and steadily 
maintains a high renewal percentage, it means that 
its editors are really on the beam in matching the 
interests of the men it serves. It means reader atten- 
tion that builds advertising value. 


RAILWAY AGE continues to lead in advertising pages 


NUMBER 


OF | FIRST QUARTER 1952 
PAGES 


6s: | Railway Age 


372 | Modern Railroads 


Railway Purchases and Stores 


Railway Mechanical and Electrical Engineer ‘ 


Railway Engineering and Maintenance : —— 


RAILWAY AGE | 
Railway Signaling and Communications i 
big advertising value recognized by advertisers who placed more 


Pages in Raitway AGe than in any other railroad publication 


t specialized monthly engineering publications 





New York 7—30 Church Street 
Chicago 3~79 W. Monroe Street 


Cleveland 13—Terminal Tower 


Railway Age is part of the Business of Railroading 
A SIMMONS-BOARDMAN 


RAILWAY AGE PUBLICATION 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 





quired to complete various exercises 
and tests. These are returned with 
correction and comment by the 
Armstrong “faculty” for use as a 
permanent file by the salesman 
The lessons are mailed to the par- 
ticipants in blocks of three so no 
time is lost by correspondence in 
assignments 


terchange of single 


patistactory completion ot the 
ourse rewarded by a diploma 
Subjects studied in the course 
nelude physi s of sound, theory 
f acoustics, acoustical correction 


olse quieting sales data, federal 
pecifications, promotion and selling 
ids, installation data, general in- 
formation on all types of acoustical 
aterials, applied selling problems. 


ind recommended sales presenta 


Ceco Steel uses promotion 
talent to seek college grads 


Ceco Steel Products Corp., Cicero, 
Ill., has used its sales promotion 
talents to recruit technically trained 
college graduates for its staff. Tech- 
nicians are in short supply, so Ceco, 
like other companies, must compete 
for their services 

Ceco aimed “help wanted” pro- 
motion to the fathers of students 


104 / justria 


about to graduate from college. An 
ad in the Wall Street Journal asked: 
‘Are you interested in seeing your 
son become associated with a pro- 
gressive growing company wher ‘he 


graduates from college‘ Copy ex- 
plained that the company is a 40- 
year-old manufacturer of _ steel 
building products, and promises the 
father to give the youngster a yea 
of personalized sales training in the 
company’s home office in Cicero, 
provided he has at least three se- 
mesters of engineering. Copy urged: 
Now, while your son is home for 
Easter vacation, for complete in- 
formation which may benefit him, 


call or write W. E. Erickson.” 


Small screw driver kit 
has reminder possibilities 


Manufacturers of industrial prod- 
ucts requiring a practical and use- 
ful give-away for reminder adver- 
tising at conventions, trade shows, 
meetings and for other purposes, 
may find what they want in a min- 
ature screw driver kit offered by 
Schneider & Shier 

The set includes two straight edge 


Chicago. 


screw driver blades and one Phillips 
The yel- 


low plastic handle is fitted with an 


type screw driver shaft 
aluminum chuck for easy _inter- 
change of screw driver shafts. The 
vinyl plastic carrying case has room 
for a four-line message, which is 


stamped at no additional cost 


Direct mail, calendars 
rated high by contractors 


Most popular sales promotion tools 
of plumbing and heating contractors 
are direct mail stuffers, newspaper 
mats, calendars, match books and 
stickers for merchandise, a survey 
by Plumbing & Heating Business, 


New York, showed 


The survey, which covered 1,000 


79, 


contractors, showed that 72° of 
them collect cooperative advertising 
funds from manufacturers The 
median expenditure by contractors 
on cooperative advertising was 25° 
of his total promotion budget. Some 
84.5°. of the contractors expected 
to spend more on co-op advertising 
in 1952 


More than 79.3° featured brand 


names in their advertising, as com- 
21.5% who 

The contractors 
recognition as a 


pared with stressed 
products by type. 
listed “gradual 
place to buy” as their advertising 
objective in 58% of the replies, and 
40.5°; 
and sales” was the aim of their 


stated “immediate inquiries 


promotion 


Industrial tape catalog 
uses data file technique 


The industrial catalog issued by 
Polyken Industrial Adhesive Tape 
Dept., Bauer & Black Division of 
the Kendall Co., Chicago, has 
adapted the data file used exten- 
sively by publishers 


The industrial tape catalog is 
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For fish, he’d do better in the 
butcher shop. But in his own 
shop the “line” he takes may 
“net” more profit to you. 


He and men like him... plant 

managers, works managers, 

master mechanics, superinten- 

dents, general foremen and 

others ... start the wheels mov- 

ing to keep your factory wheels 

turning. 

Put your money where your market is. Tell 
and sell these production executives through 
MODERN MACHINE SHOP—38,000 circu- 
lation—largest in the metalworking field. For 
details on low rates and high returns, write: 


MODERN MACHINE SHOP 


431 MAIN STREET CINCINNATI 2, OHIO 





made up of five file cards, 842x11” in 
size, filed loose in a cardboard fold- 
er. The cards are provided with 
easily visible tabs reading: general 
special purpose, 


The re- 
infor- 


purpose, electrical 


and specification tapes 


maining tab reads: general 


mation 
Each card has sample strips of the 
along with infor- 


tapes described 


mation on uses, specifications and 


characteristics. The catalog, or file, 


is designed to fit in any standard 


ze filing cabinet 


It's not the original cost. . 
it's the upkeep, Union learns 


Companies using distinctive light 


colored service uniforms for serv- 
ice specialists, salesmen and other 
benefit from the ex- 


Los An- 


versonnel may 
perience of Union Oil Co., 
geles 

Union Oil 
uniforms for its 


to dark blue 


drivers 


switched 
whipcord 
and station attendants although the 
new service apparel cost $14.85 for 
the trousers as compared with the 
$3.84 trouser cost of the discarded 
Othe: 


were as 


original cost differ- 
marked for 


\A hite Ss 
ences the cap 
and jac ket 

The answer to why the company 
changed the color and weight of the 
uniforms was found in the launder- 
ing costs. The blue trousers can be 


worn for a week before being 
whereas the whites had to 


For 


Union Oil this meant the difference 


( leaned 


be washed after each wearing 


between a weekly dry cleaning bill 
of 65 cents for the blue whipcords 
as compared with $2.40 per week for 


aundering the whites 


Fruehauf speech becomes 
prestige sales promotion 
entitled, From Cus- 
Public Interest 
the Fruehauf Trailer Co., 


Detroit, is demonstrating 


A_ booklet 
tomer Interest to 
issued by 
how pub- 
lic utterances of company execu- 
tives can be used beyond mere news 
coverage purposes 
the 


speech 


Essentially booklet is a re- 


print of a Roy Fruehauf, 


president, made before the Cleve- 
land Advertising Club in which he 
outlined the growth of the Fruehauf 


Trailer Co., 
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DELETE FROW WAILING LIST. 

WANT ONLY MATERIAL OF INTEREST 
SETAIL LIQUOR DEALERS. 

SOUTHERN STATES BEVERAGE JOURNAL 

P.O. BUX 6572, CORAL GABLES, FLA. 


vational Staple 


Herrin, Illinois, 


anvil oarton stapling mchine. 


Ne Nag nn pny 


and public relations policies and re- 


counted his own experience with 
the company as an employe and as a 
of the But 


is distributing the booklet to 


son founder the com- 
pany 
customers as a_ prestige-building 


promotion 


DeVilbiss alerts dealers 
to telephone directory listings 


In an effort to increase local tie- 
ins with its national advertising 
program in consumer and business 
publications, DeVilbiss Co., Toledo 
maker of spray painting equipment, 
has made up a two-color brochure 
directed to its dealers, enlisting 
their support of telephone directory 
listings 

The 
tributors, dealers and jobbers that 
the 
illustrations and logotypes free of 


brochure announces to dis- 


company will provide product 


charge. Free copy and layout serv- 
ice is provided by the company’s 
department 

backed up by 


advertising 
The 
DeVilbiss district managers who, as 


brochure is 


they make sales calls on distribu- 


tors, have been instructed to point 


out the sales values of classified 


telephone directory listings 


Nordberg trade show contest 
pushes five new trade-marks 


A “Find Your Twin” contest was 
Nordberg Mfg. Co., Mil- 
recognition of 


used by 
waukee, to promote 
five new trade-marks at an indus- 


trial show 


and Machine Company, 801 East Herrin Ste, 


March 14, 1952 


Shrout Associates 
22 W. Monroe Street 
Chicago 3, Illinois 


Robert S. Aitchison 
DEarborn 2-7089 





announces an automatic model of its retractable 


This model (TH1-HAS), recommended 


“~~ 


The company formerly identified 
its five different models of marine 
engines with numbers, but switched 
to five separate trade-mark designs 
as easier for customers to recognize 
and remember. In the trade show 
contest, Nordberg used pretty girls 
to distribute lapel buttons of five 
different designs each a new 
Nordberg model trade-mark. When 
(New York Motor 
Boat Show) came across a “twin” 
wearing a_ button the 
trade-mark, both visitors were eli- 
the Nordberg 
booth and collect prizes. 

The new trade-marks are also be- 
ing pushed in business publication 


a show visitor 


with same 


gible to return to 


ads, direct mail and company ex- 


ternals 
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Probably was. Ohio and Pennsylvania, with 
their combined population of some 20,000,000, 
have been mighty important markets for prac- 


tically any company you can think of. 


As a matter of fact, if a new island of that size 
and importance were going to pop up in full 
maturity off the tip of Cape Cod next week, 
most of us would have our sales manager and 
all the men we could muster camping in Boston 
right now ... ready to fly, swim, or wade to this 
virgin market and stake out a claim for us 
among its product-hungry millions and its thou- 


sands of industrial plants. 


Yes sir, the stampede would make the Gold Rush 
of “49 look like a Sunday School picnic. No 
expense would be spared. A special advertising 
appropriation would be ready. and the people of 
“Ohisylvania” would soon become as product- 


conscious as the citizens of Manhattan. 


* * * 


market for you 


last year? 


Of course it won't happen just that way—BUT 
—a market the size of Ohio and Pennsylvania 
(20,000,000 people) has been added to our econ- 


omy since 1942. 


and here’s the important point 





A market just about that big will be added in 
the next ten years. To serve these millions, there 
will be thousands of new plants coming into 
existence, filled with new equipment, chewing up 
countless tons of materials and supplies. ‘This 
new industrial giant will be managed largely by 


men who are not now wedded to any supplier. 
It’s a real opportunity, isn’t it? 


But time is short. The companies that are going 
to get the lion’s share of this new market are 
planning for it and working toward it now. 
That’s why a continuing long range advertising 
program is an important factor in alert company 
management. There is a much bigger job to be 
done right now...and too much at stake in 
the markets of tomorrow to ever take them 


for granted. 


™ DENTON foueine 


PENTON BUILDING e CLEVELAND 13, OHIO 








editorially 


Distributor Knowledge is Power 


s The activities of the Rish Equipment Co., ot 
Bluefield, W. Va., have been recounted several 
times in IM, because of the efforts of this aggres- 
sive distributor of industrial equipment to insure 
intelligent sales presentation of the products it 
handles It has taken its salesmen on a tour of 
manufacturers’ plants, and it has put its men to 
work on jobs where their equipment is in use 
Probably no one would question the ability of the 
sales representatives of the Rish company to give 
customers the service they need in selecting, in- 
stalling and using the machinery it sells 

One reason we have told about the work of the 
Rish organization in better equipping its salesmen 
to handle the products of the manufacturers it 
represents so ably is because it is rather unusual 
n its policies regarding the training of salesmen 
Many distributors do much more of a routine 
job in this field than does Rish. Others have the 
same attitude toward the task of creative sales- 
manship, which is the primary challenge of the 
distributor, but which in many cases degenerates 
into a very unimaginative approach to the sales 
problem 

Not long ago we had the opportunity to get be- 
hind the scenes with a small distributor of indus- 
trial specialties, who is in competition with a num- 
ber of much larger companies working in the 
same territory and handling the same lines. He 
does a substantial volume of business, and while 
he has no ambition to rival his big competitors 
n the size of his operation, he apparently has no 
fears regarding his ability to compete with them 
successfully As a matter of fact, he regards 
getting business as the simple assignment of be- 
ing able to render good service to the customer 

“For example,” he pointed out, “the salesman 
of a general industrial supply house carries a big 
catalog, out of which he gets the detailed infor- 
mation regarding products in which his custom- 
ers may be interested. But he is not a specialist 
in any sense. He does not know too much about 
the products he sells, because there are so many 
of them. Thus he is likely in many cases to be- 
come little more than an order-taker, without the 
specialized knowledge which would enable him 
to give the customer exactly the product he should 
have for a specific requirement 


“Our lines are limited to those of a few manu- 


speaking 





facturers. We know them intimately, and we 
know exactly what each machine in the line can 
do, and what it should not be recommended for. 
When a customer sends us an inquiry, we can 
tell him a lot more than the information given in 
the catalog, based on our constant contact with 
users of the equipment, whose experience enables 
us to talk to the customer in language he under- 
stands and appreciates. 

“As long as we have this specialized knowledge, 
we are in a position to render service not avail- 
able elsewhere in our territory. That is why we 
can run rings around our big competitors, who 
have so many products to sell and promote that 
their salesmen never get complete information 
about any item, and therefore cannot give the 
customer the service he needs in selection of 
equipment intended for a special job.” 

Manufacturers who realize that their distribu- 
tors can do only as good a job as their salesmen’s 
knowledge permits are not sitting still on a situa- 
tion of this kind. They understand that the in- 
dustrial salesmen can't know everything without 
help, and they provide it, both by giving them 
adequate training and by keeping in touch with 
them through factory representatives who go out 
with the distributor’s men and help them to make 
the kind of detailed sales presentation which 
quickly convinces the customer of the ability of 
the supplier to provide not only products but 
service 

Readers of IM may recall the article which ap- 
peared in the magazine early in 1951, and which 
recounted in detail the methods by means of 
which the Polyken division of Bauer & Black de- 
veloped a brand-new system of distribution for 
its pressure sensitive industrial tapes. The dis- 
tributors selected were in the paper field, and 
their salesmen were given an intensive sales 
course at the company headquarters, plus the sup- 
port of a sales promotion program which was part 
of the distributor’s franchise obligation. At a re- 
sult, Polyken sales have skyrocketed 

These examples are mentioned only to empha- 
size that manufacturers who have “distribution” 
have only the sales power which the training of 
field representatives assures. Until every sales- 
man, whether he is carrying a general line or not, 
has the qualifications of a specialty man, the sales 
power of distribution organizations will not equal 
the potential in their territories. 








USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Southward march the metals. [n Chalmette. 
Louisiana, these giant radial natural gas engines 
drive electric generators for Kaiser Aluminum’s 
newest reduction plant. 

By the end of 1953 Southern and Southwestern 
states will be producing 55% of the country’s 
primary Plant 
rently underway, or approved, will increase an- 
nual capacity to 1,700 Millions of pounds in 


aluminum. construction cur- 


these states. 

The magnitude of the light metals expansion. 
particularly aluminum and magnesium, is typical 
of the whole great program of industrialization 
which is sweeping the South and Southwest. For 
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suppliers to industry in this region the future is 
indeed bright. 

SOUTHERN POWER AND INDUSTRY, edited ex 
pressly for this 19-state market, puts advertising 
in touch with millions of dollars of Southern 
and Southwestern buying power unreached by 
national industrial publications. Ask for the 
facts. 


space for SPI. 


You will want to schedule important 


Southern Power and Industry 


800 Peachtree St.. N. E Atlanta 5, Georgia 
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The trie gets some back talk . . 


The following comments were among 
those made by IM’s anonymous trio in the 
April issue. The result was to draw both 
censure and approval from IM readers. . 
and a pile of mail from which excerpts 
are published here. 


Said the advertising manager: 


Said the accoun! executive: 


Said the space salesman: 


10 / inc Bia 


IM readers attack, defend ‘trio’ 


whole show media selection, art 


direction, production supervision, 
More- 


over he wants to eliminate the 15‘ 


research and copy writing 


commissions (which don't come 
out of his pocket or budget) and at 
the same time renovate the pub- 
lishing world and its established 
practices 

He argues that “frequently it is 
just a double-take and a great waste 
to tell the story [of the technical de- 
tails of his product or its applica- 
tion] all over again to the agency 
man.” How else is the agency man 
going to get it? And what better 
method is there than by checking 
with your agency first to determine 
whether the technical facts, as 
you've boiled them down, are com- 
prehensive and understandable? Has 
he forgotten the human character- 
istic of getting too close to the for- 
est to still see the trees? 

One-man bands can often play 
off-key 
deaf and even their best 
won't tell them they’re all wet. How- 


so long they become tone 
friends 


ever, sales charts will over a pe- 
riod of time. And a good agency 
man will, also, if he is permitted to 
be honest. We are happy to pay our 
agency for their outside point of 
view; it helps keep us in balance. 
We don't expect them to be tech- 
nical experts any more than we 
fancy our technicians to be adver- 
tising writers or salesmen 

I don’t believe it is a part of the 
agency's service or function to be 
burdened with the creation and 
preparation of industrial sales pro- 
motion, sales or technical bulletins, 
tc. Agencies developed originally 
for the sole purpose of placing an 
advertising message in the proper 
media. That’s still their job, and as 
far as I'm concerned they are doing 
an A-1 job of it! We also employ 
our agency's talents to convert our 
technical and sales thoughts into an 
effective printed message to fill the 
space contracted for. We have nev- 
er hesitated to call in our agency for 
advice or help in the preparation of 
our sales promotion material be- 
ause experience has shown it pays 


I don't attempt to tell my doctor 


how to diagnose my ills, nor my 
mechanic how to repair my car. 
Hence I’m thankful I can rely upon 
my agency for counsel and assist- 
ance in the “extra-curricular” ac- 
tivities that go into industrial ad- 
vertising, which require professional 
These efforts 
are more than one man can render. 


knowledge and skill. 


A space salesman said 

@ Many of the remarks made in 
these three articles are true and 
hit the point exactly. The three 
involved, namely, 
advertising 


types of men 
advertising managers, 
agency men and publishers’ repre- 
sentatives, constitute a group of ad- 
vertising people who are trying to 
accomplish the same end. This end 
is to tell the story about manufac- 
tured products so impressively that 
it will create a_ large interest 
amongst the readers of publications 
to the point that the reader is in- 
terested in talking to the salesmen 
to get the final information and buy 
the product. 

The bickering that goes on be- 
tween the three types of men is 
largely brought about by the fact 
that each man expects more than he 
should expect from the other two 
men. If each man did his job thor- 
oughly, and completely, rather than 
depending upon the other two men, 
it would eliminate much of the con- 
troversy between all three men. 
Each man is all too quick in criticiz- 
ing the other two men for their acts 
»f omission and in many cases, he 
himself should have done the job 


in the beginning. 


Russell L. Putman said 
President, Putman Publishing Co., Chicago 
s These three articles tell a great 
many truths more, perhaps, than 
most of us care to admit. Nor do I 
feel that the three authors contra- 
dict each other to any great extent. 

All of us in industrial advertising 
have a common problem . . the 
agency commission system which 
encourages selection of high-priced 
media at the expense of basic media 
essential to effective selling. 

This isn’t the fault of any one 
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group of industrial advertising men 
The agency man suffers with the 
rest of us 

It makes it difficult for him to do 
a good job for industrial advertisers 
Nor do advertising 
Many of them want to 


managers R20 
scot-tree 
use “big media” to enhance thei 
own importance. Yes, and space 
representatives have their faults 
Some of them yearn to sell “the big 


books,” to feel more important 


the “psychic income in business 


some long-hair has called it 

How lick ou 
Obviously Life, The Saturday Eve- 
ning Post and others won't help 


common problem? 


They are happy about the situation 
The only solution I can see is for all 
of us to keep everlastingly at the 
basic job of selling our real values 
vs. the glamor of the generals 
Ours is not the only 
They tell me 


profession 
that has its problems 
there are dentists who would rathe1 
pull all your teeth and give you new 
plates above and below at a high 
rice rather than fill a few cay 
ities 

Congratulations to INDUSTRIAI 
MARKETING for this series. It cer- 
tainly helps to air the problem and 
that’s the first step in seeking and 


finding a solution 


An advertising manager said 

® This whole problem of interde- 
pendency is about like a “how-to- 
be-happy-though-married” situa- 
tion. I've been a client, and I've 
been an agency man have seen 
the problem from both sides. One 
thing is certain both the agency 
man and the space rep depend on 
the industrial advertiser for their 
They know it, too. I 


stare in awe as they get out their 


livelihood 


commission pencils and go to work 
on the advertising budget 

All three authors seem to have 
stated their cases very well . . and I 
feel that in general the arguments 
advanced cannot be refuted suc- 
cessfully. The agency seems to be 
in the weakest position, defensively 
speaking. Fifteen per cent of an in- 
dustrial ad page is mighty scrawny 
so it takes a good stiff fee to make 
while. But that 
answer the problem of the special- 


it worth won't 


ized and detailed knowledge re- 


quired by the copywriter. I won- 
der how many industrial ad man- 


ue /in justrial Marketir 


agers write all or most of their copy 
for ads, bulletins, etc 

The thing that irks me most is the 
utter lack of consideration given the 
industrial ad budget by some agen- 
cies, when it comes to production 
costs. They become straight com- 
mission houses, and there are many 
ways that costs can become almost 
but not quite high enough for the ad 
manager to about. And 
don’t think for one moment that 


scream 


those engaged in advertising pro- 
duction don’t know how to charge 
From the agency standpoint 15°% is 
15°., which may be why many give 
tacit approval to the larceny 

I hear a bellow of indignation 
V.P.’s; and a 


crescendo of “you said it, Doc” from 


from 40,000 agency 


all the underprivileged industrial ad 


managers 


E. S. Sensenderfer said 
Advertising manager, Bonney Forge & Tool 
Works, Allentown, Pa. 
# I'll credit you with an editorial 
ten-strike on the “plain talks” arti- 
cles. And since each represents an 
extreme viewpoint, it is quite ob- 
vious that, taken literally, the writ- 
ers could justly be accused of abuse 
ot anonymity 

I believe that I am correct in as- 
suming that, conversely, you present 
this series as a measuring device for 
the reader’s use in determining the 
soundness of his own operation 
to put his finger on any weakness 
that might exist 

I will, however, proffer this ob- 


servation: If any weakness does 


exist, the advertising manager is re- 
sponsible. If he has “arrived” as 
an advertising manager he has suf- 
ficient stature to command the re- 
spect of his employers and is en- 
dowed with authority equal to his 
charge of responsibility. If he has 
not “arrived,” be fair about it 
we all had to crawl before some one 
else taught us to walk. 

If the agency’s work is incompe- 
tent, the advertising manager is 
shirking his job. It is his duty to 
provide a seat for the agency in all 
meetings with management, engi- 
neering or sales that deal with the 
distribution and sale of the product 
or products involved. It is a func- 
tion of his job to confer on pertinent 
problems with the agency's copy, 
art, production and media depart- 
ments, thereby eliminating waste of 
effort and enhancing the character 
and effectiveness of his advertising. 

If the media representative’s pres- 
entation is ineffectual it is the fault 
of the advertising manager. The ad- 
vertising manager has much to gain 
by laying his cards on the table, ex- 
plaining just what he wants to ac- 
complish through his publication 
advertising program. There is no 
need to divulge information of a 
confidential nature. If the space 
salesman can contribute to this pro- 
gram he will get directly to the meat 
of the subject, eliminating a great 
deal of needless verbal sparring. 
Space men, generally, will go all- 
out to secure complete market data 
plus other valuable information. 

The advertising manager must be 





2 Bor ™ 
Aner Gr alk 


TEatacy 


Uying Gy ie, 


For advertising and 
book rates, write: 
MacRae's Blue 
Book, 18 East Huron 
$t., Chicago 11, Ill. 


Purchasing Officials 
Locate Your Product 
Quickly...in MacRae’s 


Materials shortages make it essential to find new 
sources—fast! Most best-rated firms prefer the 


{ 


most accurate, most accessible industrial direc- 


tory and reference medium— MacRAE'S BLUI 


BOOK, containing all the information they need 


ALL 
ONE BOOK 





completely familiar with all publi- 
cations serving his potential cus- 
tomers. Without such knowledge he 
is in no position to evaluate the 
agency s space recommendations no! 
to justify his expenditures for space 
to company executives 

in the title 
Web- 


“One who manages 


That word, “manager, 
did not get there by accident 
ster defines it 
director. A person who conducts 
business or household affairs with 
economy.” The ad manager who 
fills this definition has nothing to 
worry about 

If you will permit one little aside 
I fear that we have those in our 
fraternity who pronounce the word 
These “title 


characters consider agency and me- 


“magnate happy 
dia men mere flunkies and take 
sadistic pleasure in showering them 
with disapproval 

I do not know who wrote the ad 


manager article but but 


W. H. Kight said 
President, Kight Advertising, Columbus, O. 
When 


I finally got around to reading those 


8 Your psychology is good 


three articles about industrial agen- 
cies, etcetera, from your April issue 
I burned 

But that was just last night 
[the following] doesn't say one per 
cent of what I'd like to but you 
couldn't print it anyhow 

I don't really think that guy [the 
ad manager] merits an answer. He 
must be the son of the treasure! 
On second thought, I don’t think he 
has a father that intelligent. He 
married the treasurer’s daughter 
There is 


plenty wrong with industrial adver- 


The gentleman is right 
tising agencies and with adver- 
tising managers, sales managers, 
your salary and the way our gov- 
ernment Is run 

But nobody works harder to cor- 
rect his own ills than the good in- 
dustrial advertising agency. I say 
“good.” I think most of them are 
not good. Neither are most adver- 
tising managers. It’s up to you, 
bub, to turn up the fallacies in the 
glib boys’ presentations, and to get 
a good agency. It’s up to your com- 
pany to get an advertising manage 
who can do so 

Threaded through the tirade about 
agencies is the basic characteristic 


of the writer. And that ain't good 


The sentence “If the publishers 
did not pay our agency boys, we 
would not fool with them at all,” is 
the tip-off You 
But you couldn't live 


better get an- 
other agency 
with them either, because you don't 
really want help, you want some- 
More than that, 


you want agency income short-cir- 


thing for nothing 


cuited. You don’t just want the 


agency commission dropped, you 
want publication rates to 


You'd do real 


actually 
you dropped 15°, 
well in a pawn shop 
It's impossible to tell, short of a 
book, what the good industrial ad- 
vertising agency does. It can be 
summed up, however, in one sen- 
tence: it makes a lot of advertising 


managers look good 


K. M. Peterson said 
Advertising manager, Pneumatic Scale 
Corp., Quincy, Mass. 
# Space salesman weakness No. 1 
is the gripe that gets my vote 
Probably not more than one 
salesman out of 50 calling on our 
account has any idea of the opera- 
tions carried on in our plant. True, 
our name is a misnomer, but it 
seems pretty absurd, as our agency 
author states, for a man to spend 
my time and his, expounding the 
powers of his sheet when he hasn't 
even equipped himself with basic 
market information on our product 
“Servicing” of our account has 
been more than satisfactory and the 
extreme case described seems un- 
fair to use as a basis for condemning 


space men in general 


John J. O'Rourke said 
Alport & O'Rourke, San Francisco 
s After the initial jolt you feel as 
you read the criticisms in these 
three well-written articles, you can 
sit back and bask inthe sunshine 
of some pretty encouraging aspects 
of them 

Perhaps the most important is 
that in these articles advertising 
people have been big enough to in- 
dulge in some honest self-analysis 

I'm tremendously cheered, too, by 
the fact that our advertising man- 
ager thinks agency people ought to 
be on a professional basis. We think 
so, too, and much of our operation 
is based on this premise. I’m de- 
lighted to find that our account ex- 


ecutive shares our discovery that ad 


managers are increasingly capable, 


well-paid and influential (even 


though the trend “still has a long 
way to go.”) And the friendly 
words of our space salesman about 
industrial agencies made it a bright 
day for all of us out here! 

The criticisms may have _ been 
well aimed and well expressed 
even well deserved . . but no critic 
can say that progress has not been 
made and isn’t continuing. Our 
most important job is to keep that 
trend rolling! 


Keith Evans said 

Advertising manager, Joseph T. Ryerson 
& Son, Chicago 

# Every good batter strikes out 
once in a while, none of us probably 
lives up to his best possibilities at 
all times. 

I believe it is very natural for 
agency space buyers to neglect in- 
dustrial space, since the unsound 
15°, commission arrangement often 
does not provide enough revenue 
for agencies. And since all indus- 
trial advertising revenue is lower on 
this basis than consumer advertis- 
ing revenue, agencies at times are 
not able to give as much time or the 
same talent on industrial advertis- 
ing as on consumer advertising. 

However, industrial advertising 
has come a long way in the past 
quarter century. We should be en- 
thusiastic over its great gains. 


W. C. Sproull said 

Advertising manager, Burroughs Adding 
Machine Co., Detroit 

# One of the great things about 
America is that we can criticize 
freely, boldly and in print. As 
long as we can and will . . do 
that, there is hope! There is also 
the possibility that the criticism 
particularly if constructive .-. will 
start an ad manager, agency exec, 
or space salesman cooperating more 
intelligently with his fellow work- 
ers 


Perhaps the key to the whole 


subject is management's confidence 
in his adman’s ability and judgment 
Given that confidence, the advertis- 


ing manager will find his way to 
competent counsel, adequate service 
and good advertising; and his agen- 
cy, recognizing that confidence, will 
find it easier to maintain a satis- 
Given that 


factory relationship 
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confidence, the advertising manage: 
and his agency will find ways to ob- 
tain from publishers the factual in- 
formation required for attaining in- 
telligent market coverage; and space 
salesmen, recognizing that confi- 
dence, will meet it with improved 


sales technique 


R. C. Breth said 
R. C. Breth, Inc., Green Bay, Wis. 


8 After 
agency business for the past thirty 


being associated in the 


years all I can say to your article 
Too Many Indians, Not 
Chiefs Among Ad 
Amer 


Enough 
Managers” is 
I only hope that management 
reads the paragraph “Weakness No 
1.” Also that space salesmen will 
read the paragraph “Sales Weak- 


ness No. 1 


W. S. Kirkland said 

W. S. Kirkland Co., Chicago 
® | am just four years old, but I'm 
hard-bitten enough to see that this 
[ad manager] wants the agency 

| the work 

my four years as an in- 
agency owner I have read, 
studied and lived such subjects as 
corrosion, forging, welding, 
dynamics, nuc leonics and as for 
electronics! I had to start all over 
again with Ohm's law! Yet even 
with the acquisition of this basic 
knowledge of my clients’ products 


I am. still 


upon the ad manager to cajole his 


completely dependent 
engineers for data, make sense of 
technical jargon and pass informa- 
tion on to me regarding technical 
products and their markets 

What does he think an ad manage: 
is for? Does he really expect the 
agency to do this work for him? 
And if his agency did do it, what 
would he do? He's missed a lesson 
in cooperation somewhere: success- 
ful agency-ad manager relationships 
in the industrial field thrive on 
teamwork. The ad manager digs 
for the job and the data, poses the 
problem, then tosses the ball to the 
and work- 
But “Ad Manage 


carrying the ball the 


agency. It’s as simple 
able as that 
insists on 
whole length of the field How he 
can do it and maintain that pained 
look of martyrdom at the same 
time is beyond me! 


Which ad 


attracted 


more readers? 


® THE “elephant ad’ attracted more 
readers 

The illustration in this ad was a 
dramatic one with strong general 
interest but with no relation to 
the product. Results seem to con- 
tradict good theory. In_ business 
publications a good product-related 
illustration often will attract more 
notice and more readership of copy 
than a dramatic “unrelated” illus- 
tration. This may be because a 
business paper reader, as he reads 
the ads, is looking for a business 
benefit, not thrills 

But this doesn’t mean that a good 
ad, using an unrelated illustration 
artfully, cannot outpull an ad with 
a product-related illustration that 
is weak. That is just what hap- 
pe ned here 

The warehouse picture was noth- 
ing more than a picture of a ware- 
The picture . . and the head- 
line did not make it clear that 


the warehouse had been covered 


house 


Elephant ad 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 64 


with Koppers protective coatings, as 
a means of stopping corrosion. 

But the elephant picture, although 
unrelated to the product, worked 
closely and perfectly with the head- 
line to get a simple, sharply com- 
petitive sales message across fast: 
“You can’t stop an elephant with a 
sling shot .. you can’t stop corrosion 
with ordinary paints it takes 
Bitumastic coatings!” 

The warehouse ad lacked two 
major advantages of the elephant 
ad: (1) 


clear-cut sales message that gets 
g g 


imagination and (2) a 
across fast. Of less importance, but 
very likely a factor, was the head- 
line in reverse (a technique which 
generally hinders rather than helps 
easy reading) and a headline posi- 
tion above the illustration (general- 
ly the poorest position for a head- 
line working with a picture, eye 
camera studies show) 

The scores, as reported by Daniel 
Starch & Staff, New York: 


Warehouse ad 


Read Seen- 
Most Noted 


Assoc. 
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Every Top Management 
Man...|n Every Inductry 


SHOULD BE ABLE TO ANSWER THESE QUESTIONS ABOUT A 
MOST CRITICAL EMERGENCY IN OUR COUNTRY’S AFFAIRS 


This adcerti 


Q. Why is iron and stee] scrap a matter 
of importance to me? 


A. Steel for our country’s military pro- 
gram and civilian economy is being pro- 
duced at the annual rate of 107,000,000 
tons in 195] . .. 119,500,000 tons ex- 
pected in 1952. Steel-making capacity 
is being increased now to meet those 
quotas. 


What Do I Get 
For My Scrap? 


In addition to being paid for your scrap, 
you remove nuisance inventory from 
your plant—-saving valuable floor space. 
Also, you have a better chance of get- 
ting new steel or steel products. But, 
most important—you help alleviate 
a dangerous condition threatening our 
country’s capacity to rearm and satisfy 
civilian requirements at the same time. 


Q. How does scrap figure in the produc- 


tion of steel? 


A. Steel is composed, generally speak- 
ing, 50% of pig iron, 25% of “produc- 
tion” scrap (that is, the scrap which is 
produced as a by-product of steel-mak- 
ing) and 25% of ‘‘purchased” scrap. 


Q. Is scrap getting scarce? 


A. Yes. The supply of purchased scrap is 
not increasing fast enough to meet the 
needs of increasing steel production. 
Q. What if the needed scrap isn’t ob- 
tained? 


A. Open-hearth furnaces will not be 





able to operate at capacity. That will 
mean a loss of steel production... and 
fewer products made of steel. 


Q. Why not use pig iron instead of 
scrap? 


A. Every ton of scrap conserves ap- 
proximately 2 tons of iron ore, | ton 
of coal, nearly }2 ton of limestone and 
many other vital natural resources—to 
say nothing of the extra transportation 
facilities that would be otherwise re- 
quired. 


Q. How can more scrap be furnished? 


A. By everybody pitching in—as we 
always do in every emergency—and 
searching out all possible sources of 
scrap. 


Q. What are these sources? 


A. Metal-fabricating plants normally 


& 
oe ee, 
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Every pound of idle metal is need- 
ed to keep our steel mills operating 
at top capacity. Sell your idle metal 
to a local scrap dealer right away. 


tis a contribution, in the national interest, by 


INDUSTRIAL MARKETING 


turn over to scrap dealers the scrap 
left from machining. But there’s not 
enough of this to fill our present enor- 
mous need. So everybody —both in and 
out of the metal-fabricating industries 
—must sell scrap in the form of idle 
metal. 


What Do | Do First? 


Write for free booklet. It tells how to 
set up a Scrap Salvage Program in 
your plant. Thousanc; of plants are 
cooperating. Do your part now! Ad- 
dress Advertising Council, 25 West 
45th Street, New York 19, (1. Y 


Q. We don’t produce scrap—how can 
we help? 

A. Scrap is any kind of iron and steel 
that’s gathering dust—obsolete ma- 
chines or structures, jigs and fixtures, 
pulleys and wheels, chains and track, 
valves and pipe—anything with rust on 
it or dust on it. Non-ferrous scrap is 
needed, too 


Q. What do we do with it when we 
find it? 

A. Use your normal channels or get in 
touch with a recognized scrap dealer. 


SCRAPPY SAYS: 














Door-to-door selling succeeds for Do All 


about $75,000 or $100,000 in cutting 
tools alone. The product list in this 
line includes 150 items such as ro- 
tary files, reamers, drills, taps, mill- 
ing cutters and 16 classifications of 
band tools. All of these items are 
the cutting tools used on machine 
tools. Prices on cutting tools range 
from 75¢ for a hacksaw blade to $50 
for a drill. In contrast, the range on 
a machine tool such as a sawing 
machine is from $750 to $50,000 

The stock of cutting tools stores is 
further backed up by larger stocks 
maintained in a central warehouse. 
Close inventory controls, both in the 
local store and the central ware- 
house, expedite prompt delivery. 
The system is unique in the cutting 
tool industry 

For a manufacturer to become a 
distributor for other manufacturers 
is unusual in itself . . but the com- 
bination has also brought an un- 
DoAll has lined 
up its suppliers largely among the 
Many of 


the cutting tool suppliers are using 


usual advantage 
company’s own customers 
DoAll machines to make the abra- 


drills, 


and other 


sives, taps, milling cutters 


small tools for which 
DoAll stores are the distributor. 
The company believes that this 


two-way relation can’t help but 
promote good will 
The cutting tools all 


DoAll brand name and are manu- 


carry the 


factured to DoAll specifications 

To promote cutting tools, DoAll 
is using its traditional sales method: 
demonstration. The 50 station wag- 
ons that the company bought last 
year are all equipped with cutting 
tool demonstration units which the 
salesmen use at the customer's door 

The 50 cutting tool salesmen are 
no exception to the traditional 
DoAll approach 
bells 


unit is rolled on rubber tired wheels 


They ring door- 


The collapsible demonstration 


off the rear of the station wagon, 
rolled 
into the customer's plant or offices 

Machine tool 
pected to make 100 calls a month, a 


and is used on the spot or 
salesmen are ex- 


good percentage of which must be 
demonstrations. Cutting tool sales- 


men make a greater number of calls 


118 fundus | 
/ 


and make an effort to demonstrate 
at each call 

headquarters is 
Each 


store stocks several of the major 


The salesman’s 


the local sales-service store 


machine tool models, which are used 


for demonstration. Each store is 


Going Up. .! 


also a separate company headed by 
a sales executive, who is the presi- 
dent and general manager and who 
directs the salesmen assigned to his 
territory 

Although the emphasis is on dem- 
onstration and on selling buyers in 
their own plants, buyers also are at- 
tracted into the store for various 
reasons: (1) to ask for a demon- 
stration of a tool they have heard or 
read about, (2) to buy cutting tools 
or machine accessories, and (3) to 
attend regularly scheduled meetings 
where factory specialists demon- 
strate and teach techniques of using 
the tools for different applications. 

Behind the company’s demonstra- 
tion truck sales approach is a basic 
supporting idea: make the salesman 
a specialist or the whole demonstra- 
Machine tools 


and cutting tools are precision tools, 


tion plan will flop 


intricate to make and operate. So 
the home office, which does all the 
hiring, employs as salesmen only 
men with shop experience or sales- 
men from other machine tool manu- 
facturers 


The salesman goes through a six- 
week training course, conducted by 
a director of training, in the com- 
pany’s manufacturing plants and in 
those of suppliers. From plant pro- 


duction managers he learns how 
machine and cutting tools are made, 
what they can and cannot do in a 
great variety of applications. He 
learns merchandising techniques 
from division sales managers who 
different 


specialize in groups of 


Coming Down... U: 


DoAll products. 

He gets an informational and pep 
talk from the advertising depart- 
ment, where he learns that adver- 
tising will supply him with 80% of 
inquiries but that he will have to 
dig up the remaining 20°. himself. 

Behind the company salesman is 
a broad advertising program that 
takes an expenditure totaling 4% of 
sales, including 1.5°% for newspa- 
pers, business papers and free lance 
technical writers. A major phase of 
the program centers on educational 
manuals. The reason is that the 
company not only has to sell its ma- 
chine tools, but also has to teach the 
buyer how to use them. 

One of the first and most success- 
ful manuals was the 250-page “The 
Contour Sawing Handbook,” of 
which 30,000 copies have been dis- 
tributed to manufacturing plants, 
schools and libraries throughout the 
world. The manual has been impor- 
tant in winning acceptance for the 
contour band saw as a basic tool. 


Two of the latest manuals pub- 











‘Hospital Management is an Asset to 


the Twelve Departments of Our Hospital” 











? 
Says SISTER EUGENE MARIE 
Administrator 
GOOD SAMARITAN HOSPITAL 
CINCINNATI, OHIO 
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HOSPITAL MANAGEMENT 
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vere Sols =_— provides an editorial department 
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yospit# 
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eosure °° hospital department. Its consistent 
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genrrene”? o 
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af irs of Oy go whe service, as letters like the one at the 


a Pp 


left demonstrate, makes HOS- 
PITAL MANAGEMENT an up-to- 
the-minute guide for administra- 
tors and their department heads. 


With 88.56% of hospital 
administrators regularly routing 
HOSPITAL MANAGEMENT to 
their department heads, HOS- 
PITAL MANAGEMENT is an ef- 
fective, influential selling force 
among hospital executives who 
initiate purchases, 


IMPORTANT NEW STUDY NOW AVAILABLE: Send { 


w loss 


Hospital © 
Management 200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
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te SELL the 
MILK INOUSTRY 


A 10 BILLION DOLLAR INDUSTRY 


When you visualize the vast River of Milk 
which daily flows from Dairyland U.S.A., 
through the many channels of its processing 
and onto your table, you gain a better idea of 
what a Ten Billion Dollor Industry offers from a 
Market standpoint 

Each year $490,000,000 are spent for machin- 
ery, supplies and replacement equipment to 
maintain this constantly growing giant 


WHY MILK PLANT MONTHLY 
GETS RESULTS... 


For 40 years MILK PLANT MONTHLY has becn 
the Daily Guide book for the Key Men of the 
Miik Processing Industry These men have 
grown to trust M.P.M. Editors whose informa- 
tive suggestions have not only prevented thou- 
sands of skinned knuckles for production 
workers but hove lighted the pathway to in- 
creased production at lower cost for manage- 
ment The subscription renewal average of 
71.22°, bears out this statement. By helping 
every department from the executive, on 
through every step of production, MILK PLANT 
MONTHLY has gained a leadership which will 
Get Results for You 


HOW TO GET YOUR SHARE... 


Your advertising message in MILK PLANT 
MONTHLY will be seen by the Men who 
Really Count The Owners, whose word 
is law The executives who specify ond 
buy Those who recommend and whose 
endorsement can mean a new account for 
you The men who daily use your ma- 
chinery or supplies; are responsible for making 
them pay out and whose acceptance is vital. 
MILK PLANT MONTHLY presents You to ALL 
of these prospects every month. . . Meet them 
as Friends on their own home ground and 
you'll find selling them a for easier and more 
profitable task 

Here is your market The profits from which 
will go to those who aggressively FOLLOW 
up 

Write today for Sample Copy, Market Data 
and Rate Card 


A. B. C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 


lished are “DoAll Band Tool Man- 
ual,” of which 10,000 copies have 
been printed at a cost of $15,000 and 
‘The Science of Precision Measure- 
ment,” of which 10,000 copies are 
being distributed at a printing cost 
of $31,000. The latter includes in- 
formation on the company’s line of 
gage blocks for precision measure- 
ment, an item introduced during the 
war and now totaling 15% of the 
company’s Manuals are 
usually sold at $1 or $2 a copy, al- 
though the company gladly gives 
them away to important prospects. 

Another major advertising pro- 
gram is a campaign in 30 business 


volume. 


publications. The campaign cur- 
rently includes a four-page, two- 
color insert featuring gage blocks in 
American Machinist, Steel, and Tool 
Engineer to run through June. 

The budget is planned on a quar- 
terly basis. 

Other types of media include ex- 
ternal publications, direct mail, sales 
literature and industrial shows. An 
external, “DoAll Digest of Produc- 
tion News,” is published once every 
other month for customers through- 
The “DoAll Visitor” 


is published periodically with the 


out the world. 


service-sales store name imprinted, 
and is distributed over the store sig- 
nature to local customers. A month- 
ly internal going to salesmen covers 
new products and sales methods. 

Russell T. Gray, Inc., Chicago, is 
the company’s agency 

The advertising department has 
its own print shop, which prints a 
large share of DoAll literature and 
When the shop 


was installed, the company’s print- 


direct mail pieces 


ers were concerned about losing the 
company’s business. But today, says 
Ad Manager Rosene, they are get- 
ting more business than ever from 
DoAll, because of expanded promo- 
tional activities 

works closely with 
In addition to 
units 


Advertising 
the sales department. 
planning the demonstration 
that go on the trucks, trailers and 
station wagons, the advertising de- 
partment plans promotion for open- 
ing of new and remodeled stores. A 
current store remodeling program IS 
keeping the department busy 

Opening of a new or remodeled 
store centers on an open house pro- 
gram, which is promoted with di- 


rect mail and advertising in local 
newspapers. Two invitation mailings 
go to a list of prospective customers 
before the open house. Door prizes 
are offered to build greater attend- 
ance of prospects. At the recent 
three-day open house of the new 
Chicago store, 1,300 customers and 
potential customers registered. Af- 
terwards, a “thank-you” card is 
mailed to those who attended. 

Ad Manager Rosene started at 
DoAll as sales manager 11 years 
ago and was made head of all pro- 
motion a year or two later. This 
transition from sales to advertising 
is unusual, but understandable in an 
advertising program where a sales 
and technical background is vital. 


Latecomers . . T 
wel received late 
the last mcnth’s annual 
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Honeywell promotes 8,000 
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cort the visitors and explain each 
exhibit, all commercial division 
salesmen in effect went through a 
painless sales training course. 

In approaching the advertising 
problem, Mr. Bissell felt the princi- 
pal objective should be to weld the 
widely scattered ad departments 
and agencies into a smoothly co- 
ordinated team. He invited all com- 
pany advertising executives and 
agency officials to an informal din- 
ner party. 

After dinner, Mr. Bissell said 
that he felt Minneapolis-Honeywell 
should attempt to do the same type 
of advertising and merchandising 
job for all of its products that a 
single-product marketer would do. 
He asked for . . 
cooperation of all agencies in seek- 
ing to achieve this objective. Today, 
no schedule is prepared anywhere 
in the company that is not circulated 
to all agencies and ad departments. 
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How Can America Produce All the Steel It Needs 
... for Military... and Civilian Purposes ? 





FREE BOOKLET Tells How to 
Conduct Scrap Salvage Program 
in Your Business. 

Address Advertising Council, 25 
W. 45th St., New York 19, N. Y. 


One way is to feed more pig iron into 
the furnaces. But . . . 

That will require more supplies of ore, 
limestone, coal, etc.*—to say nothing 
of more new ore boats and rail cars to 
transport the additional supplies. 

A better way—the only practical way 
—is to use the dormant iron and steel 
scrap lying around in the form of old 
machines, equipment, tools and metal 
structures. 

Your business must have available 
scrap—in some form. That scrap is 
needed to keep the furnaces going in the 


steel mills . . . to keep our fighting 
forces and our allies well armed . . . to 
sustain our civilian life at home. 
Think how many ways you use iron 
and steel. Think what would happen if 
it became extremely scarce. Put your 
iron and steel scrap to good use—now 
—by selling it to your local scrap dealer. 
Don’t delay—the emergency is be- 
coming more severe every day. 


*For every ton of scrap fed into the furnaces, 
we save approximately 2 tons of iron ore, 
1 ton of coal, nearly % ton of limestone and 
many other critical materials. Also, scrap helps 
make steel faster, shortens the refining process. 


NON-FERROUS SCRAP IS NEEDED, TOO! 
This advertisement is a contribution, in the national interest, by 
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‘QuitK ncsTiOn 


// 
cone customers 


and prospects throughout 
Latin America’s enormous 


Textile industry: -. 


is the SERVICE . 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


Here, in 

clear, simple 

idiomatic 

Spanish... 
is given month-by-month re 
ports of textile technological 
progress Here the leading 
machinery, dyestuffs and tex- 
tile chemical exporters present 
their lines and, during times of 
material shortages, insure that 
the fame of their organization 
is kept alive 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX- 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it 
For comple te details about this 
journal 


produc tive husiness 


write: 


ce aS 


PANAMERICAN PUBLISHING COMPANY, inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 
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And all creative people in any way 
connected with the company pitch 
ideas and suggestions whenever a 
major problem arises. 

With the advertising objective es- 
tablished, the problem then revolved 
around the question: “How can 8,- 
000 separate products be promoted 
so that the major products receive 
desired attention from buyers?” 

To do this, Honeywell blocked out 
audiences and _ business 
Working with the agency, it 
then grouped its products so that 
each product group (without regard 
to the sales division handling it) 
would be of interest to one of the 


various 


areas 


audiences or business areas. 

In each group of products, there 
were several that the company felt 
deserved major attention. These are 
promoted in so-called “product 
highlight” ads 

However, Honeywell merchandis- 
ing and advertising officials were 
convinced that the ad program could 
only be successful if the company 
also ran idea campaigns. 

As a result, the industrial con- 
trols division, the Micro switch divi- 
sion, the Canadian plant and the 
Minneapolis office each have mapped 
out and produced a number of cam- 
paigns 

Each is designed to reach a specif- 
ic audience or business area with 
an important sales message. At the 
same time, all of the many cam- 
paigns are designed to help the 
M-H achieve its long-term goals. 

The Minneapolis office, for ex- 
ample, handles 17 separate promo- 
tions, each with its own merchan- 
dising support and sales department 
follow-through 

They are: 

1. A corporate campaign, which 
Minneapolis-Honeywell Ad Man- 
ager Don Fox explains is “designed 
to make our customers in every in- 
dustry more conscious of Honey- 
well’s leadership in the controls 
field.” 

2. A “dissatisfaction” campaign, 
designed to help the dealers sell 
complete heating plants by creating 
among home owners a dissatisfac- 
tion with present heating plants. 


This promotion is one of the com- 


pany's most effective merchandising 
| 


evers 
3. A “zone control” campaign 


one of two “idea” campaigns, de- 


signed to convince readers that sev- 
eral thermostats frequently are nec- 
essary to maintain maximum com- 
fort and efficiency. 

4. A wet heat 
water) campaign. 

5. A warm air and 
wholesaler campaign. 

6. A fuel campaign. 

7. A Customizer or 
campaign, designed to promote ideas 
that may not pay dividends for a 
decade, but which will create an 


(steam and hot 


electrical 


“umbrella” 


awareness among prospects that 
Honeywell is adept at creating cus- 
tom-tailored installations for a wide 
variety of businesses, ranging from 
garages to hospitals. 

And separate campaigns in these 
fields: 

8. Architectural. 

9. Commercial heat. 

. Hospitals. 

. Transportation. 

. Builders. 

. Schools and churches. 

. Florists, nurseries and refrig- 
eration. 

15. Aeronautical. 

16. Utilities. 

17. An international campaign. 

In a similar fashion, the industrial 
and Micro switch divisions and the 
Canadian company also plan and 
execute a variety of campaigns 
through their respective agencies. 

A total of 54 publications are in- 
cluded in the Minneapolis-Honey- 
well business paper schedule and 
are used in the above promotions. 
In fact, more than 400 separate in- 
sertions a year run in these drives. 

Thus, through consumer ads, 
Honeywell seeks to establish the 
theme, “first in controls,” so that 
home buyers will automatically 
specify Honeywell thermostats. 

Through dealer ads, it attempts to 
provide a continuous sales training 
program for its dealers and usually 
features a dealer, who explains how 
a sales kink helped him sell. 

Through ads in building, archi- 
tectural, hospital, transportation and 
school publications, and business 
papers in other fields, it attempts to 
(1) feature outstanding products, 
(2) identify Honeywell with pro- 
gressive thinking and new ideas and 
(3) establish Honeywell as the lead- 
er in instruments which control, 
regulate, measure and indicate. 

In addition to the wide variety of 





advertising campaigns, the company 
uses its 50-man merchandising divi- 
sion to do a continuous, large-scale 
merchandising job. 

For example, Honeywell buys ex- 
hibit space in about 25 major ex- 
positions (such as the Oil Heat In- 
stitute exhibition) and 50 smaller 
shows. Exhibits are planned and 
executed on a fixed schedule months 
in advance, so that the company will 
receive maximum benefit from them. 

The merchandising department 
prepares and distributes sales liter- 
ature on many of its products . 
broadsides, folders, stuffers and 
point of sale displays; it sometimes 
designs instrument and it 
puts the merchandising touch in 
catalog pages and on price lists. 

There is a definite reason for em- 
phasis on this activity. Honeywell 
has found that the repeat sale is all 
important to its existence. Thus in- 
stallation diagrams and instructions 
are prepared with more care than 
the average advertisement. Sales 
bulletins, manuals and service hand- 
books also are designed with one 
purpose in mind . . describe the in- 
stallation process sufficiently, sim- 
ply and clearly so that the equip- 
ment will function properly and 
thus earn customer loyalty. 

As in most companies, the mer- 
chandising division devotes a certain 
amount of attention to convincing 
the sales department that its activ- 
ities are down to earth. Every time 
a campaign is planned, it is circu- 
lated through the sales organization 
affected and the ad department ex- 
plains the thinking behind every ad 
to the salesmen. 

The net result is that a visitor 
finds it almost impossible to find the 
dividing line between the company’s 
merchandising and advertising di- 
vision on the one hand and the sales 
department on the other. 

Every activity of both depart- 
ments is designed to: 

1. Promote immediate sales among 
the various special audiences. 

2. Work toward the repeat sale by 
taking pains to satisfy every cus- 
tomer. 

3. Establish Minneapolis-Honey- 
well as a progressive, far-sighted 
organization that has sufficient tech- 
nical knowledge and variety of 
products to solve every possible 
problem in automatic control. 
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decal merchandiser, says: 


BUILD GOOD WILL % 


a 


AND SALES 
WITH PF 
DEALER-SERVICE 
DECALS! 
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B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 
dealers . . . help you cash in on the 
pulling power of your national adver- 
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tising. Remember, every type of PF 
decal — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 
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Please send me your 
FREE BOOKLET “DECAL-WAYS TO SALES!’ 
with samples of PF decals. 
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PALM, FECHTELER & CO. 
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NEW YORK 18 @ 
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Frederick P. Coffey, President, Anderson-Coffey Co., 
Electrical Contractors and Engineers, Boston, Mass. 


Fred Coffey has come a long way in the forty years since 
he began as an electrician’s helper, converting homes from 
gas light to electric. Now he has a big staff four 
estimator-engineers, one general superintendent, 125 elec- 
tricians and his annual volume overshoots the million 
dollar mark. He insists that every one of his engineers have 
actually “‘worked with the tools.” This assures him that 
jobs will be designed, organized and engineered not only 
in accordance with the latest technical practices, but with 
“construction common sense 

Coffey sells aggressively avoids the easy, highly 
competitive jobs goes after those jobs where material 
costs exceed labor costs by a wide margin. He's earned 
much of his reputation on “fairness giving his cus 
tomers the best possible installations — using highest quality 


materials—at fair prices which permit a fair profit. He 
makes it a point to protect the prices of his suppliers, and 
“every wholesaler in Boston,” he says, “will go out of his 
way to help us.” 


“Every issue of ELectricAL CONSTRUCTION AND MAIN- 
TENANCE,” Fred Coffey told us, “has something new in it— 
something I can use.” He recalled specific articles on the 
John Hancock Building, Studebaker Plant and Hudson Ter- 
minal published recently. “They give me the nuts-and-bolts 
facts I need,” he said, “and the illustrations really support 
the stories.” 


Does he read the advertisements? “I glance over them 
all,” he says, ‘but like salesmen, some advertisements are 
better than others.” 








jobs that eat up lots of material 
...and he buys every bit of it 


Frederick P. Coffey, one of Boston's better known 
electrical contractors, takes on electrical jobs that 
demand versatility. 

He likes them tough and varied. And none are 
too big... or too full of new and unusual engi- 
neering twists. Like the 6-story serpentine dormi- 
tory at MIT... an architect's dream and a con- 
tractor’s nightmare . . . that had no construction 
doctrine. Or the million dollar electrical contract 
for Boston's new VA hospital. This “‘soup-to-nuts” 
job took in everything from street lighting and 
elaborate grounding equipment to call systems 
and specialized lighting for operating rooms and 
clinics. There was the lighting system for Fenway 
Park that brought night baseball to Boston. Or the 
thousand-foot-long Bethlehem Steel plant at Hing- 
ham, Mass., with its four 1,000 kw sub-stations, 
electric cranes, network of electric welders and 
a mercury vapor-incandescent lighting system to 
shed 35 foot candles throughout the plant. These 
were all Anderson-Coffey contracts. 

“To avoid a feast or famine existence a con- 
tractor must be able to change with the times,” 
he says. That's why Anderson-Coffey avoids spe- 
cialization, tackles whatever jobs are on the 
boards . . . industrial, commercial, institutional or 
governmental. “And another thing,” he said, "I 
buy and furnish all the materials and equipment; 
then I can put my own guarantee behind their 
fitness for the job—and the performance of the 
installation.” 


NOTE: If you'd like to have a complete resume of our inquiring reporter's visit 


with Mr. Coffey, ask any of our District Managers. 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36 


Although Mr. Coffey gives free rein to his en- 
gineers and superintendent, "I can do any phase 
of the work from the estimating and engineering 
right down to measuring and bending pipe,” he 
told us. But “keeping abreast of all the changes 
in methods and practices would have been dif- 
ficult without the assistance of ELECTRICAL Con- 
STRUCTION AND MAINTENANCE.” To make sure that 
his engineers keep posted on the practical as well 
as the theoretical side, “I mark articles and ads 
in each issue, route it to them, then have the 
pages clipped and filed for reference,” he said. 


As for ads, "I read everyone that promises me 
something or offers something new,” Fred Coffey 
told us. “But after my interest is aroused, I want to 
see the claims supported with facts and pictures 
that show the equipment in actual use.” 


Top-notch contractors like Fred Coffey, who 
make possible the swift application of new elec- 
trical products and practices, read ELECTRICAL 
CONSTRUCTION AND MAINTENANCE closely. So do 
heads of industrial electrical departments, con- 
sulting engineers and motor service shop owners. 
Like President Coffey, these more than 24,000 men 
want .. pay to read... and use the advertising 
in ELECTRICAL CONSTRUCTION AND MAINTENANCE to 
get “new slants on how to use a product.” Are you 
giving them the facts and pictures —the ideas — 
they need to put your products into their jobs? 





ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 
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1. ADVERTISING AND MARKETING 
May 1952 National Home Furnishings 
Southern Advertising and Pub- 1-7. .American Foundrymen’s So Show, Grand Central Pal- 
lishing. Covers advertisers, sales and ad- ciety Annual Meeting, Atlan ace, New York 

vertising managers and their odvertising tic City, N. J 

agencies. 





August 





BAKING 





6-9. .4th International Lighting Ex- 11-14.. National Food Distributors 

New South Baker. Founded 1910. A scien & Ccndeikanh: Cia. i ie 

welcome aid for the rapidly expanding South- land Auditorium, Cleveland hicago. a ia 

ern boking industry. 

a Thiet so ae 4th W rn Packc } 

i ee Thir ] th Western Packaging and 
“eae Cotton Materials Handli 

FOOD PROCESSING Nationc n } r Ma erials Handling Exposi- 

ers Institu n Hall tion, Shrine Convention Hall, 


Los Angeles 








Southern Food Processor. 


Reaches the leading processors, packing in 
cons, gloss and frozen packages. 
— 





GARMENT MANUFACTURING 





September 

Southern Garment Manufac- 

turer. Spokesman of and friend to this ind £ yuipme nt Ex; siti a N 1A 

two-billion-dollar Southern giant. San Frar “alif 2-5.. National Ass sciation of San- 
. = itarians, Denver. 





FERTILIZER si cigs Soc . . 8-11..American Dental Associa- 
Me J tion, St. Louis. 





8-12... National Instrument Exhibit, 
Cleveland Auditorium, 
Cleveland. 


Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





«National Chemical Exposi- 


JEWELRY "7 Applian e Manutfactur tion, Coliseum, Chicago. 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 


salers 
oe” 





PULP AND PAPER 





Southern Pulp and Paper Man- »- Construct Industries E - .. National Builders’ Hardware 


Exposition, Palmer House, 


ufacturer. Notional circulation, intensive 
Chicag 


coverage of the South's expanding paper and 
pulp industry. Ar 
& -1.. National Electronics 
-- industrial Finishing E si ence, Hotel 


PRINTING tior International / h cago. 
nee ait 30-3 . . Biennial 








Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS ; 
ERNEST H. ABERNETHY, President | ae Poa dae National Saf ; : 
75 Third Street, N. W., Atlanta, Ga. Frat ited ipootion, Csepn. 7; 





Target plan helps Shakeproof 


t i from page 4 
iinuea trom page 4 





dustries offering the greatest sales 
possibilities and had sales records 
indicating which companies were 
buying his products. But what he 
didn’t always realize was what his 
position was wich each customer, 
what other items he should be sell- 
ing and what other companies offer 
potential. 

The target program was launched 
to give him these facts. The pro- 
gram requires the salesman to keep 
four different types of records: (1) 
the survey of potential, (2) the tar- 
get control summary, (3) the target 
report and (4) the report of action 
taken. 

We give each salesman a supply 
of “potential survey forms” (Fig. 1) 
and clear-cut, concise instructions 
on how to use them. On the form 
the salesman prepares a list of all 
plants that he believes will offer 
potential sales in excess of a spe- 
cific amount that sales management 
decides in advance. He also in- 
cludes: 

1. The primary products manu- 
factured by the customer. 

2. Annual unit production of each 
product. This information is gen- 
erally readily available from pur- 
chasing agents, engineers or pro- 
duction men. 

3. An analysis of each important 
product for Shakeproof applications. 
The analysis will vary with each 
account and may include (a) a fas- 
tening analysis in Shakeproof's lab- 
oratories, (b) a fastening analysis 
in the customer’s plant or (c) ob- 
servation of the customer’s product 
either in his plant or elsewhere. 

4. Estimate of potential sales to 
the customer, and comparison of po- 
tential sales with actual sales of 
each Shakeproof line to the cus- 
tomer. 

District managers, field engineers 
and market research men often co- 
operate in this phase of the work, 
particularly in double checking 
specific company figures against 
those developed for similar com- 
panies in the same industry to de- 
termine why a variation in potential 
exists. Generally someone other 
than a salesman can obtain usage 
figures somewhat more readily. An 


HERE’S THE FAMOUS 
EASTMAN KODAK 
EXHIBIT in New York's 
Grand Central Station... the 
frontal display accounts for an estimated 250,000,000 
viewer-impressions a year. The Kodak information 
center behind it is visited by a steady stream of photo 


fans from all over the world. Both are by IVEL 
the leader in the exhibit field! 


YOU ARE INVITED to find out for yourself what Ivel has accom- 
plished for other firms in solving exhibi k ... and what 
Ivel can do to increase the effectiveness of your firm's exhibits. 
Merely fill in and mail the coupon below. We will see that you 
receive full information, including a valuable check-list of require- 
ments for a successful exhibit. No obligation at all, naturally 
Sales Representatives: 


RALPH L. WINTERSTEEN @ 201 Buffington Road @ Syracuse, N. Y. 
LEON GORDON MILLER @ 811 Prospect Ave. @ Cleveland, Ohio 


MAIL THIS COUPON NOW 
FOR VALUABLE INFORMATION 


Designers and Builders 


96-18 43rd Ave., Corona 68, N. Y.C.  ILlinois 7-2002 


1 want ful) details on your exhibit service and your 
free check-list of requirements for a successful exhibit. 


TITLE 
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If Your Market 
is Pulp And Paper 
Making .. . 


PAPER & PULP MILL CATALOGUE 
IS THE PLACE 





..» It Gives You. 
365 Days of Active 
», Usefulness ! 


The only book of its kind serv- 
ing the pulp and paper manu- 
facturing industry. "0 


A companion 

publication to The 

PAPER INDUSTRY ... the oldest ABC 
monthly going to key men in the mills. 


FRITZ PUBLICATIONS, INC. 


431 SOUTH DEARBORN STREET, CHICAGO 5, ILL. 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 








observing salesman, however, can 
readily calculate usage 

With this basic market data pre- 
pared, the district manager reviews 
the situation with the salesman, 
classifying those applications where 
Shakeproof could develop addition- 
al volume. This classification in- 
cludes: 

1. Development projects . . those 
requiring engineering and a special 
product to meet an extraordinary 
requirement. 

2. Application projects . . those 
where existing Shakeproof products 
or minor modifications of them 
would be expected to produce cost 
savings for the customer. 

3. Sales projects . . those in which 
lack of acceptance limits the effec- 
tiveness of sales effort. 

All items of importance are listed 
on the “control sheet of future tar- 
gets” (Fig. 2) according to classi- 
fication. The development projects 
are referred either to the new prod- 
ucts division or to the standard en- 
gineering department for evaluation 
and follow-up. The application and 
sales projects are then reviewed for 
consideration of potential sales op- 
portunity and possibility for early 


conversion. 


Ten Targets . . From this review 
ten specific targets (or customers) 
are selected for concentrated sales 
attention. The “target report form” 
(Fig. 3) is completed for each of 
the ten immediate targets, showing: 

1. Customer, location and indus- 
try 

2. Classification. 

3. Potential of account and item. 

4. Description of item and use. 

5. Product now used and source 
of purchase. 

6. Previous Shakeproof experi- 
ence with account or item. 

7. Proposed action and _ sales 
strategy. 

The form also provides a check- 
list to indicate steps taken in de- 
veloping the sale. The final con- 
trol rests with the district manager 
who receives a “summary report of 
action taken” (Fig. 4) at regular in- 
tervals. These items are also re- 
viewed at each meeting with the 
salesman and sales strategy is dis- 


cussed. 


Factory Alerted .. As a target 
item is sold, it is reported imme- 





diately. The office and factory are 
alerted to insure prompt and effi- 
cient handling of the order. A sum- 
mary report of completed targets is 
prepared quarterly for distribution 
to sales management. 

In case circumstances develop in 
which the target is eliminated by 
new design or when further sales 
effort appears useless, the target is 
removed from the active list. With 
the removal, a new target must be 
substituted, thus maintaining at 
least ten active targets at all times. 

Successful conversions are writ- 
ten up in sales bulletins, engineer- 
ing bulletins to the trade, and the 
report to the board of directors. 
Sales campaigns are developed 
around the target program. 

The program may seem to involve 
considerable detail. Unfortunately, 
our position in the industry is 
earned only by close attention to 
just such detail. The sales force 
itself has expressed satisfaction with 
the results of its efforts in the pro- 
gram. The targets are no longer 
quail or rabbit, but are big game 
and we have discarded the shot- 
guns for high-powered rifles. 

In summary, let us consider what 
the target program accomplishes for 
the company and for the sales force. 
The program determines the size of 
the market with greater accuracy 
for: 

1. Plant expansion plans. 

2. Sales emphasis by product line. 

3. Territorial alignment and cov- 
erage planning. 

It provides a realistic basis for 
territorial coverage and analysis of 
sales requirements by discovering: 

1. The total value and relative 
importance of individual accounts. 

2. The specific nature of the sales 
job for each account: (a) the need 
for engineering development work, 
(b) the need for greater depth of 
coverage and (c) the degree of par- 
ticipation and effectiveness of pre- 
vious sales effort. 

Emphasis is placed upon untapped 
potentials, those items where con- 
centrated sales effort will produce 
maximum results. The program: 

1. Guarantees a planned approach 
to the specific sales problem. 

2. Insures the best use of sales 
time. 

3. Provides an accurate yardstick 
to evaluate sales ability, and 


DAILY Buying decisions are based on... 

DAILY Trade News and... 

DAILY Exposure to 

HELPFUL ADVERTISING 

Over 30,000 purchasing, management, and operating executives 
in the metal trades who believe in accurate timing read AMERI- 
CAN METAL MARKET five days each week. They make daily 
decisions. There's no delay—they buy today! 

To sell today to the world’s most active industries, advertise 
in AMERICAN METAL MARKET, the only metal-trade pub- 
lication geared to keep pace with the tempo of the times. 


Find Out Why 


Ask for AMERICAN METAL MARKET'’s unique story—find out 

Why today’s metals, machinery, equipment buyers can’t wait. 

Why AMM carries a large number of exclusive advertisers and a greater 
volume of metals advertising than the combined total of several weekly and 
monthly metal trade publications. 

Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer. 

Why AMM'’s fully paid circulation has more than doubled in past 10 years ... ABC 
statement 9-30-51 shows 6 months avg. of 12,249 subscribers at $20. each per annum. 
Why AMM is the fastest, most direct and most economical advertising contact 
between you and your metal-trades market. 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y 
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4. Alerts internal organization to 
need for close follow-through 
And, finally, the program pro- 
t t es 4 
Reprints of editorial feature vides a control tool for management 
are offered here as a special 
service to IM readers. Please 
send number and name of The market research department 
in 


os 
t t t 
article with exact amoun performs the supervisory and ana- 
coin, stamps or check to: The , A 
lytical function in the program. It 


se ) ble ' 
gw Send for available based upon facts. 


Editor, Industrial Marketing. 200 

E, Illinois St., Chicago. must correlate the material, com- 
. Sorry. we can't handle credit aii E lar ate : a 
N -etin pare simuar operations, interpret 
of Industrial Marketi ‘ig orders under $1. We'll be happy I lots : : : as ‘ : E 
co Rill een for Sanger sume. the data in terms of territorial as- 
feature articles signments and evaluate the ade- 


quacy of the potential analysis. 





Only with this close cooperation 
with market research can the target 


91 companies report . . industrial salesmen earn average $8.000 in ‘Si program produce the maximum re- 


sults. 


Industrial ad budgets to hit 2.16% in ‘52 ’ 
eS eas gh pe Those results, stemming from use 


Salaries of industrial ad managers rise in past 11 years of your sales organization in re- 
Med dustrial advertiser spends $150,000 
eGian industrial < P search work, will include reduced 
You can hire salesmen faster with this interview technique costs, more concrete data on cus- 
tomers and an increasing acceptance 
Today's cheap advertising dollar is it fact or fancy? . 
A for your market research depart- 


1951 business paper volume to reach all-time peak ment. 

How to use Starch readership reports 

Today's sales incomes can get out of hand . . stop them 

thang 5 ficdecar TR K. Moffitt, Juz top management 


How 551 advertising agencies placed space in business papers in 1950 


A guide to better publicity : O } | ] ! ) i 


How industry buys 


How business papers can meet their new competition 





Decentralize your sales force for more effectiveness 
. uation is somewhat higher than it 
Why readership surveys go wrong . . . and how to right them was a year ago, particularly on those 
Sica ns ec caiaieaien tos dina aaieiaibdiiie products requiring special manu- 
Lecna t facturing. 
22 things you should know about industrial buyers There is no question about the 
; fact that we are back in a buyer’s 
ew enero anaes VEST) oe market, and it is our considered 
16 ways to sell to engineering departments opinion that we will be in a buyer’s 
‘ a9 market for a long time. It is going 
How to make external publications pay off to take a great deal more selling 
; TS from here on out than it has in the 


Keep the line open between employer and employe . 
Jew § Mary ns, Ma pt past few years. 


We went to four-color inserts on a cut budget 
Mockup demonstrator improves salesmen’s closing ratio 


Using newspaper advertising to spot industrial buyers 


How can I find what type to use? 


Techniques that will make your copy pull 
Market research combats high distribution costs 


The oes oy of repeated advertisements ® RIGHT Now, the Baker-Raulang 
Ad Stud Bs ieee ir ;' : Co. is shipping standard industrial 

; trucks promptly . almost from 
The economics of industrial advertising stock This is a vast improvement 
o over delivery schedules last year at 
oe een of type = filc thine 





However, our order backlog has 
not diminished as greatly as this 
delivery situation would indicate, so 
perhaps we are not typical. We are 
shipping almost 100° more units 
per month than last year and this 
makes our unit backlog appear 
smaller. 

We know that 


needed right now and we are put- 


hard selling is 


ting our inside sales “house” in or- 
der in addition to examining our 
field sales activities with an eye to 
improvement. 

Material shortages are and will 
continue to cause temporary hold- 
ups in certain components which 
we make or buy but we feel that 
the defense “stretch-out” will rem- 
edy most acute shortages. 


Roy Fruehauf 


President 


® OUR VOLUME has been holding up 
pret‘y well, although it is still diffi- 
cult, with the various governmental 
restrictions, to get certain materials 
in the production of our 

. and sometimes the lack 


needed 
trailers . 
of a relatively small part delays the 
delivery of equipment to waiting 
customers. 

There are signs of improvement in 
this picture, however, and we, of 
course, hope they will continue be- 
cause the motor transport industry 
does need considerable new rolling 
equipment to keep pace with its 
growing volume of tonnage. 

Some trucking companies have 
been putting off the purchase of 
additional truck-trailers which they 
really should have because they, 
like all branches of business and in- 
dustry these days, have been hard 
hit by increased taxes. 

Nevertheless, our business is com- 
ing along fine and we anticipate a 
good year. This does not mean that 
hard selling will not be needed, for, 
in our opinion, it always take in- 
tensive, well-planned sales efforts to 
to get real results. 


nued on page 
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Yet Another 
GREAT SCOOP 


On The Vital 
N 
Sa IRANIAN OIL ISSUE! 


Following exclusive publication in its March issue of the amazing 
25,000-word ‘‘White Paper’’ by an official of the Government of 
Iran on the serious oil nationalization controversy, The Oil Forum 
came out in April with an equally extraordinary 35,000 reply by 
the Anglo-lranian Oil Co. Ltd. who’s 100,000 sq. mi. concession, 
gas field, seven oilfields and the world’s largest refinery were ex- 
propriated last year. 


An official of the British Government-controlled oil company flew 
over from London with his manuscript for the special purpose of 
‘tmaking’’ The Oil Forum’s April issue deadline with a strictly factual 
rebuttal. The company also placed an order for 4,000 copies of 
the issue for special distribution. 


Thus, for the first time in history a Government of one country and 
a Government-controlled company of another country have used the 
pages of an industrial journal for the controversial discussion of vital 
oil problems that seriously affect the economies of both countries, 
and even inconvenience much of the world. This use has been to the 
exclusion of the other 30-or-more petroleum periodicals and is a 
tangible measure of the great prestige The Oil Forum enjoys in the 
industry! 


T. Orchard Lisle B. Orchard Lisle 


Joint Editor-Publisher Joint Editor-Publisher 


(New York) (Fort Worth) 
The 
mii ) ) } [ 
A ie | A i |} i 


AN ADVERTISING MEDIUM FOR THE DISCRIMINATING ADVERTISER 
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SELF-SEAL 
OPEN-SIDE 
MAILER 


@ WE ANTICIPATE a volume of busi- 
Press to Seal ness approximately equal to that 
of 1951 and on the basis of present 
outlook believe we shall be able to 
meet that demand from a produc- 
tion standpoint. Certain materials 
are in freer supply now than they 
were a few, months ago. Barring 
unforeseen developments, sufficient 
materials should be available to 


® 
Here’s a new Self-Seal Envelope maintain production. 


While defense commitments ab- 
for bu | ky FIRST-= CLASS MAIL sorb a considerable part of our engi- 
——_ neering and toolmaking facilities, 
we are proceeding with our product 
“Send it First-Class” is frequently a must development program within the 
today. Bulky papers, even catalogs, that used limitations imposed by our defense 
to travel Third- or Fourth-Class now go in 1" ork ; 
style to save time. pica 
This new Self-Seal open-side envelope is ‘ We will continue to carry out this 
just the ticket for bulky mail. It’s husky. It’s f year our sales training program, al- 
sturdy. It provides an expansion factor with P though the number of men involved 
its double Self-Seal strips that seal and hold aie ; may be somewhat less than in im- 
with pressure alone. No moisture required, mediate postwar years when we 
It’s one of eleven specific suggestions were rebuilding the sales organiza- 
for efficient mailing department operation tion. Our advertising and sales pro- 
This SELF-SEAL Open-Side Mailer idea is motion program will be approxi- 
just one of eleven economy and efficiency mately the same in extent as last 
suggestions to be found in a new portfolio vear. i 
called “Help for the Heart of Business” which ‘ 


‘em ‘or a product such as ours, we 
U.S.E. has put in the hands of your printer or For a p . 


believe that higher labor costs, 
Ask him to show it to you dng: BEgeiy iggy 25 overtime premiums and the pyra- 
UNITED STATES ENVELOPE COMPANY a miding of record-keeping require- 
144-page, pocket size U.S.E. ments lead to a desire for mechan- 

nenineaeones peta, aapthortnens ; ization which in itself does much 
ne Saioan See Gant Se Gent sy ne lng — | to insure continued demand. We 
fully realize, however, that intelli- 

gent and effective selling effort is 
the ultimate factor which deter- 
mines sales volume. Our objective 
is to make both our personal selling 
effort and our advertising do the 


best possible job in 1952. 


paper and envelope merchant fo tribution. 














William H. Gibbons 


... witha Desplagmacter 


A Ring Binder that STANDS, SITS or LIES FLAT 


e fingers, it becomes a hard-hitting sales tool. 
ror ip ata 3 angle when prospect is stand- 
ct is sitting. This better vision means 

ets up and takes down in a flash; no 

Also 100s of Other Items! 


"SEND FOR FREE FOLDER 


CHICAGO 12, ILLINOIS 


ne LAA Z Sates Tools, Vue. 1706 W. Washington Blvd. 


132 / Ins 





he 





GO1/Circle on Readers’ Service Card 


How to get local 
publicity through distributors 

Developing a good volume of publicity 
at the local distributor level is hard to do 
but worth while. New Holland Machine 
Co., New Holland, Pa., has made up a 
publicity handbook for its distributors, “I 
Saw It in the Paper” that details in simple 
fashion what they must know and do to 
get publicity. Yours for the asking. 


$02/Circle on Readers’ Service Card 


Tips on how to improve 

Sales and advertising managers con- 
cerned with moving industrial products to 
the customers through distributors will find 
the 12-page booklet issued by the joint 
Southern-Northern Industrial Distributors 
Associations helpful in several ways, in- 
cluding preparation of copy for use by dis- 
tributors. 


803/Circle on Readers’ Service Card 


Remington Rand's Flexoprint 
offers low-cost list production 
Flexoprint is a new method of preparing 
lists, indexes and other tabular material. 
Developed by Remington Rand, New York, 
it eliminates typesetting and proofreading 
costs, and permits changes by simply 
changing typed cards. A six-page bulle- 
tin describing the process and its advant- 
ages is available to prospective users. 


§04/Circle on Readers’ Service Card 


Power advertisers: 
here’s largest reader survey 

What may be the largest industrial read- 
ership study ever made is reported in 
“Media Values in the Power-Field,” by 
“Power,” the McGraw-Hill publication. The 
findings are the results of 18 independent 
surveys made by 18 different companies 
that cooperated in the study. Industry, 
area and job breakdowns are included in 
the report. 
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1952 business forecast 
offered by Dun & Bradstreet 

The outlook for 1952 as seen by Dun & 
Bradstreet, Inc., New York, is available in 


TadeWaye, Inc., New York, offers a 





chart form. The forecast is presented in 
12 charts covering per capita disposable 
income; stock market prices; commercial 
and industrial loans and other aspects of 
our economy. Useful for long range plan- 
ning. 





SO0G/Circle on Readers’ Service Card 


‘Printing Equipment Engineer’ 
offers data file to advertisers 
Companies selling to the printing indus- 
try will be interested in the data file com- 
piled by “Printing Equipment Engineer.” 
It offers market information about the field, 
and facts about its own coverage, adver- 
tising rates and mechanical rules. The file 
is kept current. It is made up of 8x11” 
sheets filed loose in a manila folder. 


h @ listing of its services and 
he « detailed fashion in which they are 
integrated into sales training and promo- 
tion programs in its booklet, “Tooling Up 
for Sales.” “Packaged meetings,” films, 
and similar services for group use are 
offered. 


SO8/Circle on Readers’ Service Card 


Photocopy offers fast 
reproduction of layouts 

Black on white reproductions of your let+ 
ters, blueprints, layouts and other papef 
in 45 seconds regardless of the texture; 
material or color of the original is possible 
with the Apeco Autostat, according to the 
American Photocopy Equipment Co., Chit 
cago. A booklet describing the unit ang 
its operation is available. 


& Pleose print or type information teglow 
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CITY & ZONE 


*Note inquiries for items listed 
not serviced a Aug. 15, 1952 








BUSINESS REPLY CARD 
First Clase Permit No. $5, Sec. 510, P. L. & R.. Chicege, Ml. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 
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Send for these helpful selling tools 
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Better media selection 
for industrial advertisers 

A handbook for industrial advertisers to 
guide them in getting the most returns for 
their media expenditures has been pub- 
lished by Putman Publishing Co., Chicago. 
Entitled, “How to Buy Better Circulation 
Values,” it treats such subjects as audits, 
controlled paid circulation, etc. 
Available on request. 


versus 


$10/Circle on Readers’ Service Card 


American textile industries 
shown on handy wall chart 


A quick breakdown of the national tex- 
tile manufacturing facilities is available 
from Textile Industries, Atlanta, on a wall 
chart. The factories are listed by areas, 
states, size and type of product. Sources 
include original surveys, government re- 


ports and other verified material. 





. 





~ 
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Tips for better printing 

The first quarter's issue of “Better Im- 
pressions” published by the Mead Corp., 
Dayton, O., is available to advertising peo- 
ple and other buyers of paper. An in- 
formative article on how and why adver 
tisers convert letterpress engraving to off- 
set lithography is noteworthy, as is a re- 
port on the growing ban on door-to-door 
selling. 
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Ways to improve 
your product identification 
“Kaumagreph Reports to Industry” put 
out by the Kaumagraph Co., Wilmington, 
Del., offers a quick view of its line of dry 
transfers, embossed seals, labels and lithog- 
raphy. Pictures and text illustrate the 
many ways such devices can be used to 
secure better recognition for a great range 
of products in consumer, military, indus- 
trial fields. 


tit. 
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not serviced beyond Aug. 15, 1952 
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Daylight fluorescent color 
uses shown in Switzer booklet 
Practical suggestions on how to use the 
new daylight fluorescent colors in posters, 
billboards, decals, inserts and other pro- 
motion pieces are to be found in the “Day- 
Glo Herald” of Switzer Brothers, Cleveland. 
You can be added to the mailing list for 
this four-page external publication showing 
promotion pieces by advertisers in many 
fields. 
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New printer adds 


merchandising appeal to tape 

Printing gummed tape, foil, transparent 
film, cloth selvage and many other narrow 
gage materials is possible with a new 
tape printer developed by Ever Ready 
Label Corp., Belleville, N.J. The unit will 
print materials up to 6 inches wide in 
one, two or three colors. The company 
offers an illustrated folder describing per- 
formance . . and sales appeal of informa- 
tive labeling. 
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Improve holiday sales 
with seasonal packaging 

Increasing sales on holidays and special 
occasions with seasonal packaging is out- 
lined in “How to Use Holiday Corrugated 
Boxes,” published by Hinde & Dauch Pa- 
per Co., Sandusky, O. The profusely il- 
lustrated booklet shows many package 
designs and applications. Other Hinde & 
Dauch packaging booklets are listed also. 
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Sales tools to boost volume 

Sales Tools, Inc., Chicago, offers 2 
brochure listing a variety of sales toc)3 
that make the customer see and feel your 
product as well as listen to your salesman. 
Good idea source, too. 








NIAA NCWS 


Admen tell students 


rom page 94 





as far as West Virginia University 
$0 miles south of Pittsburgh and 
Penn State 150 miles northeast. 
Nearly 100 speaking engagements 
will have been filled by the bureau 
at the close of the current semester. 

Bureau chairman is Ernest T. 
Giles, vice-president, Ketchum, 
MacLeod & Grove, Pittsburgh agen- 
cy. 

A brochure outlining the subjects 
covered by the bureau's speakers, 
the names and business connections 
of the lecturers, and instructions on 
how to arrange for speaking dates 
has been sent to all schools in the 
area served. A new brochure is 
planned for the 1952-1953 season to 
introduce new speakers and their 
topics, and realign subject matter to 
conform with expressed interest. 


Publicists tell industrial 
admen how to publicize 


® NEW yorK . . Do's and don'ts of 
industrial publicity were outlined 
by three publicity directors at a 
meeting of the Industrial Advertis- 
ing Association of New York. 

The publicists were Bert Mc- 
Nomee, U.S. Rubber Co.; Carlton 
Porter, Harry W. Smith, Inc.; and 
Milton Enzer, Yale & Towne Mfg. 
Co. 

Mr. McNomee advised his listen- 
ers to evaluate publicity stories as 
an editor does. “Be as factual and 
non-commercial as possible,” he ad- 
vised. Another tip: Time releases 
to give the monthly publications a 
chance to use them. 

Mr. Porter saw publicity as es- 
sentially an honest job of reporting 
“Get out into the field where stories 
are born and see for yourself what 
goes on,” he advised. “Don’t at- 
tempt to kid the editor. It works 
only once. If you give him double- 
talk you’re merely contributing to 
better and bigger waste baskets.” 

Mr. Enzer urged industrial ad- 
vertising men to study editorial ma- 
terial in business publications. 

“Some of the headlines and stories 
would make good advertising copy,” 
he asserted. 


Meat hres Sadly | 


EXAMPLE No. 23 
Among manufacturers of 


BAKERY PRODUCTS 


1146 KEY PLANTS EMPLOY 197,853 
— account for 75% of total employment, 


80.2% of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
1146 major plants — those with over fifty employees — by name, location, 
number of employees, and chief product manufactured. 

This field . . . which includes biscuits, crackers, pretzels, bread and 
other bakery products... is only one of 144 segments of manufacturing 
industry. In each of the 144 segments, McGraw-Hill’s Census isolates, 
identifies, classifies and rates the worthwhile manufacturing plants. 
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Durham Aircraft Service, Inc. 
56-15 Northera Blvd. 
Woodside, New York 

Phone: Ravenswood 6-3000 


Emphasis on Distributor . . 


Let your distributors help 


write your direct mail pieces 


By Don Catterson 


® HOW CAN You get your distributor 
to send out your all direct mail 
) 


pieces to his customers’ 


Industrial advertising managers 
lose all kinds of sleep over that one, 
stop drinking coffee and, for all I 
know, beat their wives in sheer 
frustration. Distributors commonly 
show little interest in the manufac- 
turer's mail effort or they let quan- 
literature 


tities of manufacturer's 


pile up in the back room. In des- 
peration, the ad manager demands a 
better creative job from the agency, 
or he asks the sales manager to visit 
each distributor and prod him into 
better cooperation 

As advertising manager for a 
good-sized distributor in the avia- 
tion industry, I would like to make 
several suggestions. They may be 
revolutionary, and they may sound 
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wild to you, the manufacturer, but 
if you think them over and listen to 
my reasons, I think some of you 
may be willing to give them a try. 

Before I get to my suggestions, 
let's examine several difficulties in 
the present situation. 

Where does the fault lie? Haven't 
the distributors learned the value of 
advertising? 

Or is the manufacturer, despite 
his spending and his high-quality 
printed offerings, unaware of the 
distributors’ actual needs needs 
the distributor himself is sometimes 
only hazily aware of? Can it be 
that the average mail piece is manu- 
facturer-centered? Yes, it can 
Selling Company Not Enough. . 
Manufacturers selling through dis- 
tributors waste hundreds of thou- 


sands of dollars annually because of 
a basic concept that misses the boat 
in appealing to the distributor. The 
manufacturer's direct mail aims 
primarily at selling the manufactur- 
er’s product. That simply isn’t 
enough. It must aim at selling the 
distributor's product . . that is, a 
certain product handled by a specific 
distributor. 

“Stop!” you say. “As advertising 
manager for Manufacturer A,I want 
to say that there is a place on every 
one of our advertising pieces where 
the distributor may imprint his 
name, address and telephone num- 
ber. Usually, we even do the im- 
printing for our distributors.” 

Right, I say. But, as advertising 
manager for Distributor A-1, I think 
it’s not enough. Neither is the listing 
of all your distributors on the mail- 
ing piece 

The distributor, who is usually in 
the thick of a highly competitive 
market, needs to tell his story com- 
prehensively all of the time. He 
needs repetition of his name, in or- 
der to be immediately associated 
with your product when the pur- 
chasing agent decides to buy. He 
wants the customer’s thinking to 
follow this pattern: “I want gas- 
kets. I'll buy “A” gaskets. I'll buy 
from the source . . Distributor A-1.” 

Imprinting doesn’t do the job 
strongly enough to satisfy the dis- 
tributor. He can be just as self- 
centered as the manufacturer. 

So here are my suggestions to you 
to break through the distributor's 
frequent indifference and really get 
him into the act. When you prepare 
direct mail why not do this: 


1 Let the distributor 
* write the selling copy 


When you prepare a mail piece, 
why not go ahead and make your 
visuals and comprehensives as usu- 
al? Prepare your illustrations and 
technical copy. Make your engrav- 
ings and set up your composition. 
But leave a space for the distributor 
to write some selling copy of his 
own 

Why not? He may not know all 
the technical aspects of your prod- 
uct as well as you, but he meets the 
customers and he sometimes gets 
selling ideas, himself. You think 


this unpractical or uneconomical? 





Tell the distributor what you intend 
to do. 
tially completed piece. 


Send him proofs of the par- 
Ask him to 
send you his selling copy . . along 
with his logotype. You start print- 
ing the piece with copy from Dis- 
tributor A-1. When you finish the 
quantity for him, you pull out his 
copy and insert copy from Distribu- 
tor A-2, and so on. 

Or mail him the unfinished mail 
piece flat and let him print his own 
additions. 

Expensive? Impractical? Not near- 
ly so much so as preparing and 
printing material that your distribu- 
When he helps you 
prepare it, you may be surprised 


tor never uses. 


how his interest in it soars. 

All right, perhaps you have a lazy 
distributor or two. Then write the 
copy for him, and send it to him for 
suggestions before you use it. Sug- 
gest that he substitute his name 
wherever you have left a space for 
it . . the parenthetical (your com- 
pany name). Make him help pay 
the cost, but he'll pay if you get him 
into the act and into the piece. 


Leave him space 
for his other products 


y 


Most distributors today carry 
many lines. When they don’t, they 
are in danger of becoming too de- 
pendent on one manufacturer and 
of being told by that manufactvrer 
how to run the distributor business. 
So the modern distributor carries 
different lines, gives more compre- 
hensive coverage to his industry and 
keeps his independence. While this 
may limit his selling time for any 
one item, it increases his ability to 
satisfy all his customers’ needs, to 
give better service. 

Giving better service, he builds 
customers, strengthens the Distribu- 
tor A-1 buying habit. 

But isn’t all that empty space in 
the mail piece more profitable to 
Manufacturer A if his “A” gaskets 
are sold in it? Isn't that really 
wasted space for Manufacturer A? 

Yes, it is. 
not using it is waste . . providing the 
distributor sends the piece out. But 
that’s what you're losing sleep over: 
the apathetic calm with which dis- 
tributors let manufacturers’ direct 
mail gather dust in the files. 

Let the distributor tell his whole 


Providing space and 


Equipment Design 


Engineers 


Reach these 
Big Operators 


Contractors’ 
Engineers 


Architects’ 
Engineers 


HEATING AND VENTILATING is spe- 
cifically edited for the “big operators” 
the engineers who wield the strongest in- 
fluence in specifying and buying equipment 
for heating, ventilating, air conditioning 
and similar systems in larger buildings. 


These busy men have no time to wade 
through a mass of abstract theory or ex- 
haustive research findings. They want 

and get, in H and V practical applica- 
tions of the theory, actual uses for the re- 
search findings . . . concrete, ready-to-apply 
facts that save them time and dollars, Cur- 
rent renewal 64.46 shows 
that this editorial policy is meeting with 


enthusiastic approval. 


percentage of 


You can reach the “big operators’ — the 
key buying influences best by advertis- 


ing in the that specializes in 
filling 
how”. That is one of the reasons why 
HEATING AND VENTILATING belongs 


on your advertising schedule. More reasons 
booklet. Write 


magazine 


their needs for practical “know- 


are given in our “Facts” 
for it. 


An Industrial Press Publication 


Public Utilities 


Engineers 


Sales 


Operating 
Engineers 


Industrial Plant 
Engineers 


Consulting 
Engineers 


Engineers 


Government 


Engineers 








ACB reads every 
advertisement published in 
daily and Sunday newspapers 
in the United States 


It’s a simple matter for ACB 

to find and furnish the ads you'd 
like to see. Gives you an idea 

of how others are promoting your 
own and competitive lines, 


Get in touch with the nearest 
ACB office for rates and service. 
Or if you prefer, ask for 

ACB’s big new 1952 catalog of 


services—now available. 


The Advertising 
Checking Bureau, Ine. 


New York e 79 Madison Avenue 
Chicago ¢ 18 S. Michigan Avenue 
Columbus e 20 S. Third Street 
Memphis e 161 Jefferson Avenue 
San Francisco « 16 First Street 


maRxtt ane’ 3 


MEOIA PILE. -- 


Now... » ODERN 


AILROADS’ 


GREATER SALES 
POWER 
MORE EVIDENT 


THAN EVER 
in NIAA outline form! 


Send for your copy today 


ODERN & 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINO! 


story on your mailing piece . . and 
watch his smoke. That “A” gasket 
mailer will go out every time. 

On any size mailer down to 5x7”, 
one page of extra space should be 
plenty. On smaller sizes, give him 
a page out of every three or four. 


3 Omit your company 
mame and address 


I suppose that’s a shocker. But 
most of you use brand names. Use 
them. The inclusion of your name 
and address on a mailer makes it 
easier for the recipient to see if he 
can buy direct from the manufac- 
turer, hoping for a better break 
price 

The omission of your company’s 
name and address, if you are a 
manufacturer selling through dis- 
tributors, does you no harm. Your 
products undoubtedly have trade 
names to identify them. Your point 
of sale is your distributor. From a 
sales standpoint, therefore, your 
name on a mailer sent out by your 
distributor is as useless as man’s 
vestigial tail 

If you use your company name 
and simply advise the buyer to “see 
your local distributor,” you may 
send him to a competitor's distribu- 
tor 

If you insist on a “reserve the 
right to sell” clause in your distrib- 
utor contracts, which allows you to 
sell direct to accounts you “have 
ultivated,” there is all the more 
reason for you to omit your name 
on mailers which are to be sent out 
by the distributor. You would not 
put one distributor’s name on a 
mailer you send another to issue. 
By the inclusion of a reserve clause 
n your distributor contracts, you 
allow yourself to compete with your 
distributor on new accounts. Ac- 
tually, then, you become a distribu- 
tor in competition with your other 
distributors and your company 
name on the mailer helps accentu- 
ates that competition. You cannot 
expect a distributor you are in de 
facto competition with to take in- 
terest in a direct mail presentation 
that connotes a primary and a sec- 
manufacturer and 


ondary source, 


distributor, respectively. 
What to Include . . Omit your own 


selling copy. Leave space for the 
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Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 








At Your 
Fingertips... 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1952 SCHEDULES 


. . . see the hundreds of pages 
of data covering 85 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 


... in your 


1952 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 
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"i decided to 
use GAS 


- « « because I reach the 
men in gas companies 
who have the authority 
to buy — the same men 
I send my salesmen to 
contact. It is therefore 
easy for me to coordi- 
nate sales and adver- 
tising programs for the 
most effective results.’’ 








.. and because GAS has 


Largest circulation, with 92% 
to individuals in Gas Companies. 


More complete coverage of the 
billion dollar gas utility and pipe- 
line industry. 


Circulation Verification is Two- 
Fold. 95.53% Verified by C.C.A. 
for list accuracy. 93% Verified 
for Readership by independent 
audit. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


Write for Latest 
Market Data. 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


distributor’s other lines. Leave out 
your company name and address 
That sounds as if the ideal mail 
piece is a blank sheet. That’s not 
quite true. 

You are providing the art and the 
technical copy . . and you are mak- 
ing it easy for the distributor to be- 
come a real advertiser who is help- 
ing boost sales for your product. 

Whether you absorb this cost or 
ask the distributor to depends on 
your budget and your faith in him. 
No matter who pays, the cost in- 
crease will not be prohibitive, and 
the amount of active cooperation 
you will receive from your distribu- 
tor because of this interest on your 
part should greatly outweigh it. 

Probably for the first time you 
will be giving him a thoroughly in- 
dividual mailing piece, which he 
helped compose, and which features 
his company solely. No distributor's 
advertising manager, doing a con- 
scientious job for the company that 
pays his salary, will turn down the 
chance of keeping his company’s 
name before the industrial public . . 
no matter what product he is ad- 
vertising. It is the manufacturer 
who gives him this chance on a 
quality level and in a penetrable de- 
gree who will reap the rewards. 
Imprinting his name and address is 
not a “penetrable degree.” 

Call this “ideal” what you will . . 
hypothetical, impractical, untried, 
uneconomical. In it, I see an in- 
centive for the distributor to start 
using manufacturers’ direct mail. I 
see a manufacturer’s direct mail 
presentation which has a larger un- 
derstanding of the distributors’ 
problems. I see manufacturer and 
distributor reaching higher stand- 
ards of cooperation in advertising. 

It is hypothetical and, as far as I 
know, untried, but it achieves a 
high of practicality in that anything 
which decreases waste is practical 
as long as it is economical. 

The crux of this whole question 
then comes down to one point: “Is 
the proposed plan economical?” 


Who's Saving What. . | will put 
it to you. Let’s put the cost per 
mailer at one cent. By initiating 
the plan outlined here, we will raise 
the cost of that mailer, arbitrarily, 
to 1.25 cents. The distributor will 
spend, at the minimum, one cent to 





BUTANE-PROPANE 
CWS 


- . « because we must 
sell the bulk plants to 
get volume business 
from the Liquefied Pe- 
troleum Gas _ Industry. 
BUTANE-PROPANE News 
as 50% greater cover- 
age of these operators 
who represent 85% of 
the industry’s purchas- 
ing power.”’ 





...and because BP-News has 


> Better coverage of the fast-grow- 
ing L.P. gas industry which tripled 
its sales in the past five years and 
now serves 8,000,000 consumers. 


> Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


> The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


> Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
1931}. 


>» Seven Readership surveys prove 
BP-News first choice by a 2 to | 
majority 


> First in display and classified ad- 
vertising for 13 years. 


pin 1951, 88 exclusive advertis- 
ers used only BP-News Publica- 
tions to sell this market. 


BUTANE PRA 
| 


A JENKINS PUBLICATION 


Write for latest 
market data... 


198 So. Alvarado Street 
Los Angeles 4, California 
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A good salesman tries first to get 
on a friendly, intimate basis with 
his prospect. He does this be- 
cause he knows that the “friend” 
has the edge in the prospect's 
mind. Here is a logical, inexpen- 
sive way to gain this important 
advantage...Leave a useful gift— 
a MONITOR (with your sales 
message in color on its face.) 
Every time the prospect uses the 
MONITOR he sees this sales mes- 
sage and is reminded that you 
were thoughtful enough to give 
him the fine rule he is using. 


In quantity this fine, precision- 
made steel measuring tape costs 
little more than a direct mail 
piece and keeps on working for 
you for years. Drop a line today 
to Dept. IM-5 for a colorful bro- 
chure showing how America’s 
largest firms have built new sales 
with Master's premium rules. 


‘tiMASTER |: 
i) TL W998 AND. ne Tare ® Ay Rm) 
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mail that literature 

Economy here is largely a matte 
f point-of-view. If you are a man- 
ufacturer sending your distributors 
material which they are indifferent 
toward, you are wasting one cent 
multiplied by the number supplied 
if they are not mailed 

If you are a distributor, receiving 
literature you feel is unsatisfactory, 
you will save one cent by not mail- 
ing it. This is economical for the 
distributor, but wasteful for the 
manufacture! 

If you are a manufacturer who 
has spent an extra one-quarter cent 
to tailor your advertising for each 
of your distributors, you should find 
distributor 


your cooperation up 


than the 25°; 
make this plan economical, to you 


more necessary to 
and to the distributor, because you 
have given him something he knows 
will net results for him if it nets any 
results at all. You are giving him 
a mailer which means a potential 
sale by the distributor, not a dis- 
tributor. 

I can’t tell you certainly if it is 

I have told you 
. but you are the 


economical or not. 
that I think it is . 
one who will have to spend money 
to find out. Think it over. 

Maybe it will save your company 
that $500 trip your sales manager 
made to prod your distributors into 
better cooperation. That's a lot of 
one-quarter cents. 


Want more facts, better direct mail 


like would be a terse statement of 
editorial policy what the editors 
were trying to cover, for whom, 


with what slant, etc 


3. Proof of Readership 
“On this there is no great uni- 
Some want inquiry rec- 
Others 
Several thought it 
mendously helpful to have the mag- 
azine track down and promote case 


formity 


ords mean testimonials 


would be tre- 


histories of purchases traceable to 
advertising. Another mentioned vol- 
ume of subscriber mail to the editor. 
Several asked for more readership 
studies. Others dismissed them as 
useless. One suggested 
busi- 


generally 
cooperative research of the 
ness papers in a single industry, but 
didn’t know how it could be done, 
what competitive publishers might 
unite, or how the results could be 
built into individual promotions. 


4. New Technological 
Developments 

“As in the case of market data, 
the space purchaser here seems to 
be asking as much for simplification 
as for more data. He says he could 
get this data by reading the editorial 
pages of the magazine, but hasn't 
the time. He’s asking for educa- 
tional data on the industry sum- 
marized and simplified for easy di- 
gestion to keep him qualified to re- 


late his product to the industrial 
market. 


5. Comparative 
Circulation Figures 

“ ‘Make it unnecessary for me to 
tabulate territorial or occupational 
circulation for competitive books; 
do it for me, say several. This is 
related to Point No. 8. 


6. Data on Production Units 
in Industry Covered 

* ‘General market information isn’t 
enough, several said. They want 
more information on the kinds and 
types of production equipment used 
in different phases of each industry. 
‘I don’t care how many dollars 
worth of machine tools are bought 
by a given industry, or what the 
capital investment is in them now. 
What I need is how many punch 
presses there are, what sizes, and 
what the outlook is for punch press 
replacement and addition.’ 


7. NIAA Publishers 
Sales Presentation Outline 
“Several look upon this as a 
method of standardizing media in- 
formation and see it as a reasonably 
complete, yet compact, reference 
file. One pointed out that the an- 
swers to many of the questions 
could be the basis for individual ads 
by the publisher. 





8. Audit Statements 

“Few advertisers and not many 
more agencies keep a file of ABC 
or CCA statements. Yet all seem 
to feel they should be available. 
There is a growing request for 
statement breakdowns that are com- 
parative among publications in a 
single industry. 

“Some of these points, of course, 
are adjuncts to either trade press or 
direct mail advertising. 

“Summarizing, these general con- 
clusions are unassailable: 


1. “Advertisers and agencies have 
a low regard for present business 
paper promotion. 


2. “The percentage of direct mail 
issued by the business paper pub- 
lisher that is read is distressingly 
low, and the amount saved for ref- 
erence is negligible. 


3. “A large majority of both 
agency men and advertisers in me- 
dia buying positions read the ad- 
vertising trade press with consider- 
able regularity. Advertising in these 
publications is more likely to be 
seen by top media buying influ- 
ences than is direct mail. 


4. “There are many media facts 
wanted by space purchasers . . data 
which they feel is not now avail- 
able to them in usable form from 
present media promotion.” 


This is a pretty clear-cut picture 
of what advertisers and agencies say 
they want in business paper promo- 
tion. But experience indicates that 
much of it must be taken with a 
considerable grain of salt. 

It has been clearly demonstrated 
that what any buyer says he wants 
from any seller is not necessarily 
the sort of thing that really influ- 
ences his purchase. All buyers, al- 
ways, insist that they want facts, 
facts and more facts. Yet it is clear 
that buying is frequently done on 
the basis of impressions, rather than 
on cold analysis of facts . . and ap- 
parently advertisers and agencies 
are no different in this regard from 
other classes of buyers. 

It can be argued, with consider- 
able merit, that facts form the foun- 
dation stone for a successful pro- 
motion campaign, but they do not 


The Sdper-Market In the » of America’s Industrial Future 


Eisenhower Wasn't the Only One! 





We, too, were ASTONISHED” 


At the Large Number of (rife-9n Votes! 
What Happened in a Recent Survey— 


When contractors were asked to name the construction papers they read, there was no 
printed list for them to check. They had to WRITE IN the names! And they did! 
79.50% wrote in CONSTRUCTION NEWS MONTHLY! (The next highest journal being read 
by them in this great SIX-STATE AREA received only 10.25% of these written-in ‘‘votes'’.)} 





@ And that, sir, is significant and should be an inflvential factor in 
your decision to use the publication which proves what we've been 
talking about all along—EAGER READERSHIP! Give readers what 
they want and majority coverage of a market becomes automatic. 
There is a special incentive for those in the construction field to read 
CONSTRUCTION NEWS MONTHLY. It pulls at the heart strings because 
it pulls at the purse strings. Each issve carries the NEWS—local and 
regional—which interests them the most, especially BIDS WANTED, 
CONTRACT LETTINGS, etc—the lifeblood of the construction industry! 
Ask us to supply facts and figures. 


TO SELL THE CONSTRUCTION MARKET IN THIS GREAT SIX-STATE AREA, USE CONSTRUCTION 
NEWS MONTHLY—TO USE CONSTRUCTION NEWS MONTHLY IS TO SELL THE CONSTRUCTION 
MARKET IN THIS WEALTHY SECTION. 





| OVER 6500 READERS 





Kooorling 
CONSTRUCTION TOTES 
»OKLAH 
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ARKANSAS 
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If you wish to reach the 


coal trade use 


Nine ovt of ten engraving buyers pay 
twice as much os necessary. Here is a 
fast, quality service used by many good 
advertising agencies. 
Zine halftones up to 6 5q. in, $1.00 
Zine etchings up to 7 sq. in. $1.10 
Mounting above zincs 10¢ each. Write 
CHICAGO NEW YORK today for samples of our work ond price 


Manhattan Bidg. Whitehall Bidg. sheet. Save Ya and more! 
For over 67 years the leading | ENGRAVING | 


10 
no EL.O fF thes, 
<19F! YOrs 


journal of the cool industry CLAUSEN oe 








“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 





The FIRST comprehensive 
guide to 
industrial publicity 


HERE 

IS A REFERENCE 
book you'll read 
from cover to cover. 
Packed with facts and 
figures needed by indus- 
try if it is to take full ad- 
vantage of this powerful 

sales tool 

$2.95 


POSTPAID 


PLANNED INDUSTRIAL 
PUBLICITY 


By GEORGE BLACK, Manager 
Public Relations Division 
The Cooper Alloy Foundry Co. 

Hillside, 


For the FIRST time — a 
guide to the 


comprehensive 
practical Purpose, scope 
operation and evaluation of a planned pro- 
gram of INDUSTRIAL publicity 


Send check or money order payable to — 
PUTMAN PUBLISHING CO. 
111B East Delaware Place, Chicago |! 
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The 


advertiser has the facts 


constitute the entire campaign. 
successful 
and presents them clearly and force- 
fully, but he also uses devices or 
techniques which create an impres- 
sion about his product (whether it 
is a publication or a bulldozer or 
a toothbrush) which gives it stature 
prospect, and 


in the mind of the 


creates a predisposition to purchase. 


Sal Wel 





- - But printed 
promotion for the sale of business 
paper space is supplementary to the 
space salesman. He is the neces- 
sales link 

report finds that, 


doubts _ it, 


sary and desirable 
The Marsteller 
“although he probably 
both the agency and the advertiser 
want to see him. The majority of 
both 
him first as a source 
But both put up bar- 
barriers 


advertisers and agencies list 
of media in- 
formation.” 
riers to his free operation . . 
which in many cases place a con- 
siderable burden upon printed pro- 
motion, since this material can al- 
most always reach more individuals 
affecting an account than the sales- 
man is able to see 

If the formalized 
media department, Mar- 
steller report, the space salesman is 
expected to start his agency activ- 


agency has a 
says the 


ities there, and, “in many cases he 
is also expected to end them there.” 
Space salesmen say this is all right 
when they are convinced that the 
media department has real author- 
ity, but resentful of the 


practice of many agencies, large and 


they are 


media depart- 
road block. “There 
seems,” Marsteller, “a 
deal of justice in their complaint; 
not a few agencies are guilty of run- 


small, of using the 
ment as a 
good 


says 


around tactics.” 
Most agencies, continues the re- 


port, prefer the salesman to ap- 


proach the account executive 
through, or at least with the knowl- 
And 


thing applies to contact 


edge of, the media department 
the same 
with agency management above the 
account executive level. 

The very small agency has a spe- 
With limited person- 
nel “there are not enough hours to 


cial problem. 


see all space salesmen as frequently 
as most agency men would like to. 
This is one of the reasons that pub- 
lishers often concentrate on the ad- 
of the small 


vertiser in the case 


The fastest growing 


publication with the 
ABC circulation 


oa 


THE BREWERS DIGEST 


CHICAGO 6—747 W. JACKSON BLYD 


NEW YORK 18—45 WEST 45TH ST., JUdson 6-0916 











ARE YOU GETTING YOUR SHARE 
OF FREE PUBLICITY? 
ane e 1952 coe a ren e Publicity Di 
LISTS OVER 2,000 MAGAZINES 
WITH FREE EDITORIAL POLICIES— 
CIRCULATION—200, 000,000 _ 


Three Sections 


Farm & i usin 


rs, Public x clati ns 
FREE 5-DAY EXAMINATION! 


PUBLICITY ADVERTISING 
MA Trails End, Kalamazoo, Mich 
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For all the Facts 
on Industrial and 


Trade Market Data 





LOOK in 
Industrial Marketing's 1952 
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DIRECTORY NUMBER 
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budget.” 

The report adds: 

“Experienced agency media men 
feel that centrally located agency 
offices get too much time from buzi- 
ness paper space salesmen in rela- 
tion to time spent with industrial 
clients who often are located out of 
the center of town. 

“There 
agency objecting to client contact 
by the salesman, but once in a while 
a client will tell a salesman not to 
bother with the agency, that deci- 
sions are made by the advertiser. 
(The frequently 
true.) 

“Another problem for the space 
salesman is the occasional case 
where the agency encourages the 
with 


is seldom a case of an 


reverse is also 


salesman to seek interviews 


sales or management personnel 
above the advertising manager. Of- 
ten advertising managers object to 
space selling contacts with others in 
their organization. 


Easy Suicide . . “Contacting the 
advertiser presents more special sit- 
uations the Most 
clients want the salesman to start 
with the advertising department if 
there is one; many want him to stop 
there, or at least many advertising 
managers say that is their company 
It is often suicide to jump 


than agency. 


policy. 
the advertising manager. 

“In addition to the advertising 
department, the possible client calls 
are product sales managers, sales 
officials and top management. Some 
companies welcome occasional con- 
tacts with the sales department, 
when arranged through the adver- 
tising department. There is less 
resentment of efforts to get to the 
corporate top when it is the pub- 
lisher or his top men than when it is 
the district space salesman. One 
advertiser said he was glad for such 
contacts because they helped him 
get the time of his president to talk 
advertising now and then. 

“But .. more than half the adver- 
tisers we interviewed were vehe- 
ment that they or their companies 
objected to space selling contacts 
outside the advertising department, 
and more than half the agencies ad- 
vised against it. The salesman should 
consequently be cautious and know 
his prospect thoroughly before he 
begins experimenting.” 


Inquiries... UP! 


During 1951, HEATING & PLUMBING EQUIPMENT 
NEWS produced 97,095 inquiries from its editorial and 
advertising items, compared to 87,598 in 1950. This 
average of over 8,000 per issue does not include the in- 
quiries which readers sent directly to manufacturers, but 
only those forwarded by our Reader Service Department. 


Inquiry Average... UP ! 


Here’s another — and even more significant — statistic: 
In spite of the greater number of advertisements which 
appeared in 1951 (which would ordinarily tend to lower 
the average number of inquiries per advertisement) this 
figure rose from 45 in 1950 to 51 in 1951. 


Advertising Volume... UP J 


HPEN’S advertising volume is going up, too — and far 
faster than the upward trend of business papers in gen- 
eral — from 20 1/9 page units in its first issue (January, 
1950) to 136 in April, 1952. 


Why this amazing success? First, because HEATING 
& PLUMBING EQUIPMENT NEWS is the only paper 
devoted exclusively to news of new products, product 
applications, trade literature — subjects in which busy 
engineers and contractors are most interested. Second, 
because its format encourages cover-to-cover reading, and 
puts every advertisement near editorial matter. Third, 
because its circulation of over 35,000 assures thorough, 
across-the-board coverage of every part of the heating 
and plumbing market. Want more information? Send 
for our 8-page “Facts” booklet. 


An Industrial Press Publication 
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MARKETS AND MEDIA 


For detailed facts on 85 industrial and 
and the publications 
serving them, refer to your copy of 
industrial Marketing's Market Data & 
Directory Number. 
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Get Your ART & PHOTO BUYERS’ GUIDE... 
The March issue of ART DIRECTOR & STUDIO NEWS has the first national art 


and photo buyers’ directory ever published. 
retouchers, letterers, designers, 


prints, etc. 


$1.00 for Guide issue. 


Over 70 different services listed — 
cartoonists, art and photo studios and reps, color 


Only $2.00 for year's subscription (12 issues) to ART DI- 


RECTOR & STUDIO NEWS fo start with March Guide issue. 


ART DIRECTOR & STUDIO NEWS 


Dept. IM5, 43 East 49th St., New York 17, N.Y. 
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Construction Materials . . 


Faster production fike this SAVES Malt- power... 


i 


aay 
\asso\ei 


win annual ABP awards 


® awarps for distinguished busi- 
ness publication advertising have 
been presented to 20 advertisers and 
their agencies by Associated Busi- 
ness Publications 

The annual awards were pre- 
sented by ABP Chairman Arnold 
Friedman, president, Chain Store 
Age, at a joint luncheon held by 
ABP, the Boston Technical Adver- 
tisers Association and the Adver- 
tising Club of Boston 


Machinery . 
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Ads winning first place awards in 
six divisions, and the names of the 
advertisers and their agencies, are 
presented here Award winners 
were selected from more than 500 
entries by a panel of advertising 


and industrial executives 
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tal song of types aad chon 0s 
-* ‘ 


GARDNER MACHINE COMPANY 


when you do the job with A ms 


today’s freer-custing screw stock? 








teed ts 








o 
wapeeative FO® marionat 





(mpoRTANT 
ron 
eeves 











Institutional . . T 


ae 
K 





Letters to the editor 


continued from page 14 





would be helpful. 

It would be preferable if the ex- 
amples quoted are industrial rather 
than consumer marketing. How- 
ever, either or both would serve to 
illustrate the concrete advantages of 
a well-planned marketing program 
to any organization. As noted above, 
I'm not as interested in the aca- 
demic, textbook “reasons why” for 
marketing as I am in specific illus- 
trations, by company names, of the 
procedure followed and results ob- 
tained . . GORDON H. WEHRLY, Vick- 
ers, Inc., division of Sperry Corp., 
Detroit. 


[These case histories should give 
you needed ammunition: “Industry 
Leaders Tell How They Use Market 
Research” .. Top Management For- 
um, Sept., 51, p. 42; “How Six In- 
dustrial Advertisers Introduce New 
Products, May, ’51, p. 40. . Ep.] 


Industrial ad budgets 
average 2.16% of sales 


® TO THE EDITOR .. Can you tell me 
where I can locate the answer to the 
following question: What is the 
high, low and mean average alloca- 
tion made by most industrial ad- 
vertisers for their advertising budg- 
ets? In other words, what per- 
centage of gross sales or other yard- 
sticks do most industrial advertisers 
use in order to arrive at the amount 
of money to spend on advertising? 
The information I seek should 
cover a wide variety of advertisers 
all the way from small to large 
L. E. WHITE, JR., White Advertising 
Agency, Tulsa, Okla. 


[Page 33, January IM, shows av- 
erage budget in 1952 to be 2.16% of 
expected sales. More than 250 per- 
centages for industrial companies 
are listed here . . ED.] 


Needs facts on mower market 


® TO THE EDITOR .. A manufacturer 
planning to produce a new type of 
power lawn mower has asked us to 
get as much information as possible 
on the power mower market. 

We are particularly interested in 


More and more Advertisers 
are using the 
IRON and STEEL ENGINEER 





Yes, more and more advertisers are 
recognizing the power of the Iron 
and Steel Engineer in selling the giant 
steel industry ... and keeping it sold! 
Consistent increase in total advertis- 
ing pages is a good sign that this 
publication is your best choice to sell 
your products, supplies or services to 
this lucrative market. 


Wale balay 


for N.1. A.A. Sales Presentation! 


IRON and STEEL tncinetr 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 
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Here’s your 
100-year hookup 
for 

equipment sales! 


The 100th anniversary of organized civilian engineering in 
America takes place in September of this year. There will be 
big doings throughout the engineered construction world... 
and to mark the occasion, CIVIL ENGINEERING for 
September will be an issue of unusual excellence. This cen- 
tennial issue of C.E. will contain more than 150 pages of 
timely, exclusive editorial features, including a Picture 
History of Civil Engineering. 


Because of its editorial scope, this issue will possess extra 
long life... and there will be an extra circulation bonus too. 
We haven’t increased the cost of advertising pages for 
C.E.’s September issue... we have merely upped the closing 
date. It’s August Ist... * don’ t miss it. 


ENGINEERING 


‘The Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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For sales, advertising presenta- 
tions. Opens quickly for desk-top 
use. Very compact. Fasy to carry 
Folds flat. Each clear plastic enve- 
lope takes two presentation sheets 
back to back. Ideal for fast-moving, 
straight-to-eye sales story. Very 
economical. 


Call or write for salesman 
... descriptive folder 


Oo 
Suakhardl 


LARNED AT SECOND 


_DETROIT 26, MICH. 


“Binders to American Business"’ 


the Real Push 
Behind Sales! 


You'll find ‘Snips’ a powerful 
medium to reach ov 000 sheet 
me ventilation an warm alr 
t ontractors See Indus 
trial Marketing Data Book 

° . J 
Snips Magazin 


S707 WEST Laxe STREET WIC AGO 44 HLLINOES 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories 
stories, testimonials and releases 
For more information write or ‘phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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facts about present and potential 
sales, distribution patterns, amounts 
or percentages spent for sales and 
advertising. We would greatly ap- 
preciate your sending us any facts 
along these lines . . CARROLL BRINSON, 
vice-president, Marks & Neese, Ad- 
vertising, Jackson, Miss. 


KH4C placed 1,530 pages in ‘51 


® TO THE EDITOR We were just 
looking through the April issue of 
your magazine. In looking over the 
list of agencies placing business pa- 
per advertising in 1951, we were 
disappointed not to find our name. 
Upon checking up, I find that we 
did not receive from you any blanks 
on which to give this information, 
although our accounting department 
had made up this list and was ready 
to send it in 

Just so you will have it, you will 
find it attached. Due to the fact 
that we placed 1,530 pages of busi- 
ness paper year, we 
would have ranked approximately 
65th 


space last 


We hope you will send us a blank 
for next year as we would always 
like to be represented in your mag- 
azine when you publish this list . . 
R. M. COLLETT, vice-president, Kirch- 
er, Helton & Collett, Dayton, O. 


How admen can get ahead 


t 





its outcome will almost invariably 
depend on the company set-up and 
the personalities involved. 

“To raise his department to a po- 
sition of top responsibility, he must 
prove its worth as a sales help and 
keep the department so well posted 
and useful that the sales end is al- 
ways seeking its help. You can’t 
get away from the concept that the 
advertising department is just part 
of the sales function it helps 
make selling quicker or easier or 
less costly.” 

Apparently, all believed that the 
advertising manager should sit in 
on sales planning, and should have 
almost unlimited access to sales in- 


formation. They had no particular 








THIS AGENCY JOB 
may fit you 


The man we want will write, 
and later take full control of, 
accounts that are leaders in 
their industrial fields. The fast- 
er he learns about construction 
and material handling machin- 
ery, the sooner he will rise to 
top responsibilities with com- 
mensurate salary, bonus, pro- 
vision for stock participation 
and retirement income. 


This is an exceptionally attrac- 
tive opportunity. If you are un- 
der 40, agency seasoned, have a 
“feel” for good copy, good mer- 
chandising, and the selling idea 
behind the nuts and bolts, you 
can make yourself very valu- 
able — and well paid. Write 
freely; our staff knows about 
this ad. Write Box 456, INDUS- 
TRIAL MARKETING, 200 E. 
Illinois Street, Chicago 11, III. 
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MAGATINE C 





Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon’s 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 








sympathy for the companies who 
withhold useful information from 
department heads. But the con- 
sensus was that such reticence by 
management sometimes results when 
the department head hasn't made 
clear his need, or hasn't established 
his complete reliability. 

“There is no question,’ one man 
contended, “that the advertising 
manager should be in on sales pol- 
icy making and should get financial 
data necessary to measure perform- 
ance. If he isn’t in that position, 
he should find out who is to blame 
. . himself or the company.” 

Another executive pointed out 
that the president of a company de- 
pends upon the sales manager, mar- 
ket research manager, and _ field 
sales force for his sales information. 
These same men are available to 
the advertising manager, and while 
admittedly the president commands 
cooperation and attention, the ad- 
vertising manager, if he is capable, 
can earn the same cooperation. 


Management Confesses . . On 
the whole, the panel thought that 
management can stand improve- 
ment in its relationship with the 
advertising department. 

“It’s not a one-way street,” one 
man noted. “After all, the function 
of management is to manage, and 
it can’t assume that the advertising 
department can run itself or make 
all its own policies. Advertising 
policy is as important as inventory 
policy, and the decisions belong on 
a management level.” 

“The advertising department 
should be the idea department of 
the business,” said another. “Man- 
agement should set up the machin- 
ery to evaluate those ideas.” 

And another man: “Maybe man- 
agement hasn’t taken the time to 
make itself clear to advertising. 
Perhaps, when management has a 
financial or engineering background, 
it gives these functions more definite 
direction. It is management’s re- 
sponsibility to get the best out of 
people. At the same time good man- 
agement can never be completely 
satisfied. So, in the final analysis, 
it is the responsibility of manage- 
ment to explain its viewpoints and 
objectives to the advertising de- 
partment . . and every other depart- 
ment.” 


| 
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Useful and well used — becciuse 


Engineers use directories — they know the value of getting facts,and 
know where to look them up. Naturally, a radio-electronic engineer 
is going to use the directory prepared “by engineers, for engineers’ 
which is designed to present information to him just the way he thinks! 
The IRE DIRECTORY is his own book It lists men, firms and 
products in fundamental classifications, skillfully Machol edge-indexed 
and organized for fast reference, with every ad “placed” for usefulness 





Copy to set, May 30, complete plates June 30 
The Institute of Radio Engineers, 303 West 


36, N.Y. (CIrcle 6-3026) 


Write Wm. C. Copp, 
42nd Street, New York 








Mark your product 


by 


‘CHICAGO THRIFE 
EICHING CORPORATION 


—— 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product's quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill. Dept. G 
Subsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana 


ACB spots “‘one-word’ 
mentions as easily 
as a double truck in color 


Do fabricators, 
retail stores y 
duct as a 


convertors and 
es mention your pro- 
reason w ” 
in their news malin, § oben, 
ments? ACB wil spot these''n pay 
tions” of your brand. or your 
competitor’s brand whenever 
they appear and furnish a tear. 
sheet, or typed detailed reports 
Get in touch with the nearest 
a e for rates and service 
if you prefe "B's 
big new 1952 cat S v6 nin 


catalog of se 
rvice 
now available, — ve 


The Idvertising 
Checking Bureau, Inc. 
New York © 79 Madison Avenue 
Chicago 18 S. Michigan Avenue 
Columbus « 20 S. Third Street 
Memphis « 16] Jefferson Avenue 
San Francisco « 16 First Street 


NMA ranvanescis rcs 











Lt e6or14> “ss SpounL “2 OOT 


ONILINAUVW TVINLSNGNI 


*‘SAIDUNOD UTIDIOJ 
Te 0) adeisod soy eat sad 7G ppy “WLWawy-uRG JO 
epeur’) “SUOISSASSOdg ‘th JO SA1BIS pau) 40} adeisod ON 
‘OS SIvaA B91) “Cg SIBAA OMI “Eg ‘IVIA BUG :aIB SaIeI 
uondiosqng = “] aunf asojag JO Aq ‘pjajyuaisepy vOIAW; 
JW {0ODIIIG] UVONETNIIV) INO OF OWAW JO ‘JapPsJO asEYyD 
-ind ‘ypay> puas ‘os Op OF = ‘ad9u0 Ie UONdIOsqns In0A 
Jajua suvaw [je Aq ‘9970; Ul UONdIIsqns ev aavy ApeRasye 
10U Op NOA jt ‘og “A[alesedas pros Jou SI NQPSCW AY4L 
‘Jaqisqns Jepnsas & aq IsnW NOA ‘ON TLAMUYVW TVILL 
SSQLCINT 3° WAHWON AYOLOAMIG ¥ VIVCG LAM 
UVW OY 5° KdO) ANOK AAlavdy OT 











“19yjO AQYD Yor 
SON[BA BY) PUB SedIAdes Aloy) “SUOTPRPNII a1eyy 
*S}OYABU A194) UO Bep sANBULOJUL pue poztpeioods 
‘NCQPYCK Jo seted oy) ur Sopraoad ppm suoneogqnd 


Suipesy oy) ‘Furoso10} oy [pe oO uoTppe uy LP 


*posou NOs JeYM UTR] 
~qO OF NOK 404 AsBO STI wy) Os pessquinu Sureq 
wot Yes — BIpsw wos] s[qepIeae Beep JoyseU 
© sjsomt TQANIRBIy VIGENTBA agyJOUR st oto ‘¢ 
J “1 Wey sjqeny 1! St d19H 3 

‘S}OYABUE JBIWeJUN SMU UO ByeEp FeuON 
-Appe Burprvoad ut soueysisse a]qenypea aspuoa ueBo 
SUONBLOSSE ds0y} JO AUBYY ‘Spjey 40 pray oy) ut 
UONIUNY YOIYM SUOTBLOSse Opes, JO Ist] apoydu0) 


B SUIFIUOD UC(PYCI JO Suotves PR syi Jo yory Be 4 


j®UdtIJo1 BIpsU JsoayoINb aNOd st a1apy ‘AAtVsS AVY} 
YOIYM SJoyIeU OF Suipsoooe podnoas pue ‘sprejop 
49410 pue sUuOTe[NIAD Ssojea FSurmoys — epeue’) 
pue ‘Ss ‘(9 403 aajdu100 — pexepul Ayeonoqeydye 


pue poisy, suoneoygnd ssoursng Q0Z'Z 4940 a | 


ZSMO][OJ 
SB UONBULIOJUT-20URPINS ajqenyeA 19410 
UTEJUOD [JIM UOIPs ECG] Mau vy} “e10Ul 
-19YWINy ‘aay Suns jo ABM Jsoq oy) 
nod MoYs puke asanod ano0d ord nod djey 
[EM ‘pourquios ‘yoy ‘suoleoyqnd ssou 
-Isnq JO sadtAdos JuByOoduT UO UOTBULIO; 
-UL [Nyosn jo Yeo & snyd ‘syoyseU apes} 
pue [eLysnpur jueyiodu pE_ uo soainsy 


pure sjoey jsoqe] OY) puy [JEM nod (cz eunt 


pope 9g O1) ONLLAMYVAA IVINS 1d 
"NIJO HYAHWOIN AYOLOAHIG ¥ V.LVG 
LAIMYVE C6] Meu ined ul puy “wot 


Suryoros ssoded ssoutsng vy) Jo pesreadde 
oy) “sjoyswu JO uOTEN]BAs puke UOT 
-98 JY) UL PopssuU st VURPING oIseg “41940 
UBY) QO], “40NG puke suNnT yo 404 s]peo 


{WIOUOII FUL j YesAeu oul uo JIB sJOYARLYL 


Aijsnpuj 0} pup ssauisng 9) Suyjags 404 sayovoiddy 








“Jul ““s2ossp 

dojungq wossajaig uv 4 nvppy— 
. yr 
“ . 


sasn Adua3e ay 3B aUOAI9Aa * * *,, 


"0D & Pleyyrsy— 
« * “SUATTS 410j S394 


-1eUWI Mau SulJ0;dxa 31 asn am ***,, 


‘muy ‘uog & 1494p “Mh *-N— 
« * “MOR IQGnd ny 


-asn AJJA & JI punoy aaey am*** 
iH J Y a 


‘OD syonposg 991g purjuy— 
« * CRIpaws Buisysaape jenuajod 
pue juasoid uo uonEUsOjJUI JOJ 
Apuanbasy 03 passajaa st ys * *,, 
‘oD aounidd p 49440 g— 

« ’ *Buruueysd 
Suisnszape pue Suyayseur sno 
ur jnjdjay azinb 31 puy am ++ * 


*2uy 2pAPMYIS & 401901g— 

of” “peaye Surqury 

34JB}S 0} SN saBesinosua i aa 
*dioy 9S IUDIZ.)— 

“ . ‘ayn 

- pays aejn3a1 4no aaoge pur 4340 

sjeusnof Suijdayjas ul anyea jor "*,, 

‘OD & aruayovpy ‘s puowmk g— 

«  susiedwes Suruueyd 

ur ayqenyeaur st pue NCRCW 

ay} pasn aaey am savad soy 


” 





b6uisijsaapy pun buljayspy aaljrajjz? ayojnursog 
0} Y2IYM UO DILG DIPay pUw JaysDW I1S¥g 3$a}07 














902 Ary, 


002 


> 
2 4809 


"?"UONDIDAdlg Ul MON 


Joquiny A10;Ie1IG 
Q DDG Py 


SG6l MAN AHL 








qdoom 


sLONpoid poom 


Your Best Buy to Sell 
the National Forest 
Products Industry 


@ A $9,000,000,000 industry composed 
of 9 major sectors. 


@ The purchase of products, equipment 
and services for this industry is speci- 
fied by top management 


@ Wood and Wood Products gives you 
national HORIZONTAL coverage of this 
market reaching the key men in each 
sector 

@ Wood and Wood Products’ readers 
ere top management ° the all-im- 
portant men who buy 


Put your product story in WOOD and 
WOOD PRODUCTS, the number ONE ad- 
vertising buy to reach and sell the 
Forest Products industry 


Remember, it's QUALITY, not quantity 
circulation that counts. 


Check your files. If the 1952-53 W/WP 
Market and Media File is missing—send 
for it today 


wooD 


and 


wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 
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Often the obvious is all important but is overlooked because it 
is obvious. Thus Practical Builder is nothing if not practical. 
The men who own and edit it have but one primary concern: 
to make its pages practical and profitable to the people who 
read it. Hence there is no attempt to “pretty” its pages for 


sheer aesthetic effect. It is one thing to be fastidious about the 


| Practica 
; , ; ae eT BUILDER 
make-up of a magazine. It is quite another thing to be foolish ‘@ Leeds teri 


about it. We repeat: practical builder ius, above all, 


be practical. And because it is, readers warm up to it. This 
warmth and response is passed an to advertisers. And since 


advertisers too are practical, they look to PB as... 


.-. Of the light construction industry 


Affiliated with 6 Building Industry Magazines comprising the largest, most 
distinguished publications in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, Ceramic Data Book, Brick 
and Clay Record, Masonry Building 

Send for our 64-page book THERE'S MONEY IN REMODELING 


free to any manufacturer who asks for it on his letterhead 
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Are you locking up your prospect lists 


for three years? 


Naturally, you'll say no to that question. But have you ever considered that a 
subse ription list is really another form of prospect list—and a mighty important 


one, too! 


That’s why, in constantly-changing industrial markets, it just doesn't make 
sense to us to “lock up” your advertising’s prospect list by using long term 
subscriptions that re sult in a static, frozen group of subscribers. 


Actually, we refuse to accept subscriptions even one month in advance, In- 
stead, each month we receive 135 checks—one from each of our 135 franchised 
distributors, covering just the latest month’s issues. This policy relieves MILL « 
Facrory of the obligation to deliver copies one moment longer than the sub- 


scription is of value to the advertiser. 


And by billing for the exact number of subs¢ riptions delivered each month, 
we can make changes easily, and at the same time furnish the distributor with 
a fnancial incentive to clear out the deadwood the moment it occurs. 


Contrast this Mint « Facrory everv-month circulation revision method with 
that of magazines having most of their circulation frozen in long term sub- 
scriptions. Youll realize why more and more industrial advertisers are turning 
to MILL & Factory 





illa Factory 


a CONOVER-MAST PUBLICATION 


ak TG Sa gs Gg 
STREET * NEW YORK 17, N.Y. 


REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEL TO SELL YOUR PRODUC1 





